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The nation’s biggest year-long home improvement 
promotion begins January 1. Sponsor is the new, per- 
manent Home Improvement Council. What it is, how it 
operates and how you ean benefit by joining it is de- 
scribed in detail in this issue. 
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ALUMINUM 


DEXLOCK 


With satin anodized finish for long-lasting beauty 


Now Dexlock, the low cost Dexter lock with the high quali- 
ty Dexter look, is available in solid aluminum. It’s finished 
with a brilliantly smooth, satin anodized lustre that won't 
corrode or tarnish. And the moving aluminum parts are 
New sample mount for Dexter dealers protected against wear by stainless steel bearings in roses. 
Plus all the other important Dexlock features: Factory pre- 
assembled tie screws. Extra-easy cylinder removal for 
re-keying. True self-aligning latch to assure fast installation 
and smooth operation even if edge hole is bored out of line. 
Solid brass cylinder plug—not die cast or powdered metal. 
Concealed tie screws. Steel interior parts. New tulip 
knob. Fits standard Dexter boring for all residential doors. 
Dexlock also in solid brass or bronze, standard or two-tone 
finishes including chrome and black anodized aluminum. 


NO LOCK INSTALLS FASTER THAN A DEXTER 


DEXTER LOCK DIVISION! Dexter Industries, inc., Grand Rapids, Michigan 
Dexter Lock Canada lLtd., Galt, Ontario. e In Mexico: Dexter Locks, Plata Elegante, S.A. de D.V. Monterrey 


> manufactured in Sydney, Australia; Milan, Italy and Porto, Portugal 
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Weyerhaeuser 4-Square 


Kilwdnied Lumber 


Greater structural soundness is an extra 
building value which kiln-dried lumber gives 
to homes, farm buildings, and commercial 
structures. 

That is why all lumber carrying the 
Weyerhaeuser 4-Square trade-mark is kiln- 
dried — to help dealers deliver extra building 
values to builders and owners: (1) Kiln- 
dried Framing and Rafters; (2) Kiln-dried 
Joists; (3) Kiln-dried Sheathing; (4) Kiln- 
dried Sidings and Finish items. 

Weyerhaeuser 4-Square Lumber is avail- 





4 WEST COAST HEMLOCK—one of the variety of 
species—is often called the ‘Ability Wood” be- 
cause it is so versatile, serving dependably for 
framing and sheathing as well as for flooring, 
siding, molding, and other finish uses. 








able in a broad choice of species, grades, 
and items. While every item is scientifically 
“‘seasoned”’ for greater stability and nail- 
holding properties, this lumber is also uni- 
formly graded, precision manufactured, and 
carefully loaded for straight-car or mixed- 
car shipments. 

That’s why dealers enjoy stocking and 
selling lumber carrying the well known 
Weyerhaeuser 4-Square trade-mark. It 
means satisfied customers and profitable 
repeat business. 


WEYERHAEUSER 


41-SQUARE 














ST. PAUL 1, MINNESOTA 
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on the move. 4 
all year-round 


because... 


Trinity White is a true portland . . . it’s 
whitest in the bag. . . whitest in the mix 
... whitest in the completed job. Strongly 
advertised to all elements of the building 
industry for architectural concrete units; 
stucco; terrazzo; cement paint. A favorite 
with the do-it-yourself for home and gar- 
den jobs. For further information dealers 
are invited to write Trinity White Cement, 
11] W. Monroe Street, Chicago. 





re 


A TRUE PORTLAND CEMEN 


@ product of GENERAL PORTLAND CEMENT CO. 
Send for your copy of this new 
CHICAGO DALLAS + CHATTANOOGA + TAMPA «+ LOS ANGELES popular booklet for consumers. 
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New INTERNATIONAL cab-forward design with short 
89-inch bumper-to-back-of-cab dimension . . . trucks that 
are low in height, low in price. All have more powerful 
six-cylinder engines. Four-wheel, six-wheel and all-wheel- 
drive models from 16,000 to 33,000 Ibs. GVW in the world’s 
only complete truck line. 


Hauls the longest loads and has the liveliest performance of any 
“six” in its class! This Action-Styled INTERNATIONAL pickup also has 
the widest seat and biggest windshield of all. This, plus many other 
time- and money-saving “exclusives,” makes INTERNATIONAL the value- 
buy of the year. 


INTERNATIONAL TRUCKS 
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Low First Cost 


Just one reason why you'll find 
International Trucks cost least to own! 


IDEAL BC You start saving money witha new 

cab-forward INTERNATIONAL Truck, 
the minute you put your name on the 
dotted line. 

First costs are low, over-the-years 
costs are low. You get the truck you 
need and want at the price you can af- 
ford to pay. Operating and upkeep ex- 

cial cscs penses are less than you ever imagined. 


Low first cost. Priced right down with Most convenience. eon ree rag Yes, you save dollars all along the 

the lowest. Quality-built throughout to higher than conventional models. Easier, a : . ; é 

keep all expense at rock bottom. safer driving. Better all-around vision. line with INTERNATIONAL Trucks that 
have earned an undisputed reputation 


for reliability, dependability and econ- 
omy... trucks that are proved to cost 
least to own.* 


You’re not far from an INTERNA- 
TIONAL Truck Dealer who can make 
you a deal far better than you might 
expect. See him and start saving 
money, today. 











*Signed statements in our files, from fleet operators 
throughout the U.S., back up this statement 

Bigger payloads with 16” less overall Lively, low-cost performance. Six- 

length than conventional models with cylinder engines with increased usable 

comparable body lengths. power and fuel-saving economy. 


Save service time and money. Large _ Easy to handle anywhere due to short 
side opening hood for complete access turning radius with bumper clearance 
to engine compartment components. Minimum front overhang. 


® 


! INTERNATIONAL HARVESTER COMPANY, CHICAGO 
. Motor Trucks « Crawler Tractors 
© Construction Equipment « McCormick® 


eeeeeveaeae eee Farm Equipment and Farmall® Tractors 
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NEWSCAST 


LATE AND IMPORTANT Developments of the Industry 


EASIER MORTGAGES HINGE ON CHRISTMAS SALES. 

If sales hold up at a high level, then there will be less inclination to 
take major steps to increase the supply of credit. It should be emphasized, 
however, that there are other factors at work and credit easing will still be a 
stro ossibility. 

Te retail volume during the Christmas shopping season turns out to be dis- 
appointing, then pressure to follow easier money policies will become so intense 
that it is doubtful if the Federal Reserve will be able or even willing to 
resist it. 

Ready for the next Congress are two measures to improve the mortgage pic- 
ture. One is a proposal by the U.S. Savings & Loan League to set up a new Home 
Loan Guaranty Corp. to insure the top 20% of conventional mortgages. Albert 
Cole, HHFA head, trotted out a similar plan last month but his would use the 
existing FHA frame for operations. 
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HOLDING THE LINE ON HOUSE COSTS. 

The pay freeze on wage increases in the building trades by some union offi- 
cials has encouraged many builders. No miracles are expected but the proposals 
at least indicate unions are beginning to face facts. We have never seen build- 
ers more keen to keep down the price of their eae as plans are shaped up for 
a new building season. Before their mood relaxed and higher costs were lightly 
tacked on with the buyer paying the boosted tab. 

Manufacturers have been rushing the season by tipping builder promotion 
plans during November and we have noted one trend. Builders seem happy to pay 
for new merchandising programs but they resist like the very devil any moves 


te increase producer volume by using more eateris! than that required by FHA 


or other minimum Standards. 








STANDING ROOM ONLY IN THE MODEL HOME. ; 

Predictions for next year are opti but we wonder if there will be 
Space for the prospects when all the sales aids are installed about the house. 
Suddenly major manufacturers have become convinced that they have been missing 
@ bet by not offering builders more sales tools for merchandising the model 
home. 

If they are snowed under the builders have only themselves to blame. They 
have Screamed for months they weren't getting enough help from the producers. 
Obviously, the whole thing could get out of hand with much waste and hurt feel- 
ings all around. Still it's a step in the right direction worthy of the support 
of every retailer. We'd rather see a house qverrmerohenas ded than merely fur- 
nished, with no patter on materials. 2 oe heres 








SERIOUS PROFIT DECLINE FOR HARDWARE DEALERS. see aa 

All is not well with the hardware retailer. ‘Ascuthing to NRHA, their trade « 
association, profits slipped back from 2.25% in 1955 to only 1.9% in 1956. 

Since 1946 expenses have increased 55%. Salaries jumped 3.8% in the past. year 
but average sales per person went up only 3.7%. * 

The puzzler is this. Few retailers are blessed by such strong us?elandis- 
ing support by their associations and suppliers. Currently, for example, 5,000 
hardware dealers are registered for a rine correspondence training course. 
Hardware manufacturers and association will spend nearly $50 million this year 
in Support of the retailer in this field. 

Hardware wholesaler profits, especially the larger ones, too, are very low 
or have almost disappeared. In a desperate effort to stay afloat some whole- 
sealers are firing all their salesmen, cutting inventories and are considering 
drop shipments arrangements with their suppliers. (news continued on next page) 
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Lleekwaex 
OAK FLOORI 


This is the quality era in home building! Now the demand 


is for quality in flooring, too... a name brand that really 
means something! Cloud's famous Lockwood Oak Flooring 
is the choice of people with the most exacting tastes. 


... because no other oak flooring has all 
Cloud features for fast, economical instal- 
lation and finishing, builders prefer this 
brand because it helps both their sales and 
profit picture! 


The builder is your bread and butter, Mr. Dealer! He can 
cut labor costs by installing Cloud Oak Flooring. At the 
same time he satisfies today’s demand for quality homes 
with quality flooring! 


You can get for your yard a greater share of oak flooring 
sales by stocking and selling Cloud’s Lockwood Brand! 
It’s the oak flooring most builders prefer most! 


LET US QUOTE ON 
YOUR REQUIREMENTS 


QUALITY OAK FLOORING 
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has Nail Groove Feature. Saves time. . . posi- 
tions nail... provides seat for nailhead. 


has Snap Side Match and Tapered End Match. 
Help flooring lay up readily... final match 
firm, squeak-free. 


has Precision-Milling! Minimum of sanding! 


has Splinter Clipper. Annoying chip or spur 
eliminated to save you valuable labor time! 


has Uniform Color. From famous oaks of 
Ozarks! Richer, more beautiful! 
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BUILDING 
October Dodge Report 


Construction contracts for most 
major categories rose in October, as 
compared with the same month of last 
year, pushing total contracts to $2,- 
613,791,000, an increase of 7% over 
October in 1956, according to F. W. 
Dodge Corp. 

Residential totaled $1,165,380,000, 
up 11%, but the rise was accounted 
for entirely by apartment buildings 
and two-family houses. One-family 
units were down 1% from last year. 


Dealer, Wholesale Profits 


Wholesale lumber and building ma- 
terial dealers are reporting better 
profit margins than their retail lum- 
beryard customers, according to a 
current Dun & Bradstreet report to 
American Lumberman. 

While retail yards show a net-profit- 
to-net-sales ratio of 1.88%, the whole- 
sale firms in the report have a ratio 
of 2.15%, both after taxes. This trend 
is revealed in other significant business 
condition ratios reported. 

The Dun & Bradstreet report com- 
bines the operating reports of 130 re- 
tail yards and 90 wholesale concerns 
in the lumber and building products 
field worth more than $75,000. 

Ratios tell story. The relationship 
between retail and wholesale building 
products firms’ business pictures is 
shown in the following comparisons: 


Net profits on net sales 
—retail 


Net profits on tangible net 
worth—retail 
—wholesale 
Average collection period 
—retail 
38 days 
Net sales to inventory 
—retail 
wholesale 


eet 5.6 times 
ee 6.2 times 


Appliance Price War" 

A new round of attack and counter- 
attack was touched off recently in the 
appliance industry when John T. Pirie, 
president of Carson Pirie Scott & Co., 
Chicago department store, publicly 
claimed that makers were catering to 
discount houses at the expense of 
small dealers and the department 
stores. 

Executives of Westinghouse and 
Norge both have commented that pro- 
ducers must share in the responsibility 
of the current price breakdown. Part 
of the blame rests on overproduction, 
they said. 


10 


MERCHANDISING, FINANCING HEADLINES NAHB SHOW 


Emphasis will be on merchandising 
and financing at the 14th annual con- 
vention and exposition January 19-23 
at Chicago, sponsored by the National 
Association of Home Builders. Total 
attendance of 30,000 has been predict- 
ed by Dan Grady, Oyster Bay, N. Y., 
builder and chairman of the NAHB 
convention committee. 

An all-day, one-day short course 
in merchandising will be held on Mon- 
day, January 20, and is the kick-off 
for a series of meetings on marketing 
and selling. Hiring, training and man- 
agement of salesmen will be covered 
in three half-day sessions. Post sales 
selling and customer relations will be 
subjects of other meetings. Later a 


five-man panel will tackle good pub- 
lic relations in a general convention 
meeting. 

A total of 781 exhibit spaces will 
be used in three convention centers— 
the Conrad Hilton and Sherman hotels 
and the Chicago Coliseum. More than 
75 product classifications will be 
shown. Hotel reservations will be 
made for convention visitors who reg- 
ister by mailing the advance registra- 
tion fee of $15 for men and $10 for 
women. Write NAHB Convention 
Headquarters, 140 S. Dearborn St., 
Chicago 3, Ill. Included with the fee 
should be the name, firm name, ad- 
dress, business classification and date 
of arrival. 


HOME IMPROVEMENT SHOW AT CHICAGO 


Outstanding speakers will conduct 
clinics for dealers attending the sec- 
ond annual Home Improvement Prod- 
ucts Show, January 27-29 at the Hotel 
Sherman, Chicago. 

Selling, pricing, promotion and con- 
sumer credit as applied to the home 
improvement field will be discussed by 
nationally known authorities at the 
HIPS show. More than 20,0v0 retail- 
ers, contractors and service person- 
nel are expected to attend. The show 
is for the trade only and registration 
is required for admission to the ex- 
hibits and clinic sessions. Requests 
for advance registration should be 
directed to the Home Improvement 
Show, 280 Madison Ave., New York, 


N. Y. There is no charge. Registra- 
tion is also possible at the door. 

Exhibited at the show will be a full 
range of home improvement special- 
ties. These include: combination storm 
door and windows, jalousie units, awn- 
ings, ornamental iron, shower and tub 
enclosures, screen houses, garages, ga- 
rage doors and openers, home appli- 
ances, communication systems, attic 
and kitchen fans, pre-fab fireplaces, 
wall tile, kitchen and bathroom cabi- 
nets, and water softeners—to men- 
tion a few. Hours for clinics are from 
9:30 to 11 a.m. Hours for visiting 
exhibits are 11 a.m. to 7 p.m. on Mon- 
day and 10 a.m. to 5 p.m. on Tuesday 
and Wednesday. 


RUBBER BUFFER FOR PLYWOOD — Plywood shipped with U. S. Rubber inflatable bags 
arrived at Consumers Lumber Co., Erie, Penna., with a minimum of shifting in the box 
car, according to owner Jess Craig, shown above removing the unique blocking. Upon 
arrival from St. Paul & Tacoma Lumber Co., Olympia, Wash., dealer Craig measured 
the horizontal distance between loads as 7!/2"" at bottom of the pile and 13" at top. 
V. W. McKay, Erie Lumber wholesalers, reported no damage to the plywood. 
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SAVE VALUABLE SHED SPACE 


and Cut, Even Eliminate Delivery Costs. 


Are your bins crammed with bulky, low- 
profit items? Is bulky insulation nibbling at 
profits because of extra labor costs for handling, 
high freight bills, and expensive cartage? 


Handle more PROFIT-MAKING, LIGHT, 
COMPACT Multiple Aluminum insulation. It 
costs less than ordinary insulations. So do 
installation, handling and storage. It’s the most 
extensively advertised among architects, 
engineers, and builders. 


REDUCE TRUCKING 


A thousand square feet of many insulations 
need a lot of shed space, may require half a truck 
for delivery. But the same amount of Infra 
Insulation in 2 small portable 500 sq. ft. cartons 
weighing only 22 lbs. each, needs merely 34% 
cu. ft., minimizes storage and handling. 


Your customer can often carry away several 
thousand sq. ft. in a passenger car, eliminating 
truck delivery. 


It is most effective in keeping buildings com- 
fortable, winter and summer, and is a remark- 
able fuel saver! By retarding vapor flow and 
condensation, Infra helps protect against tim- 
ber rot, peeling paint, crumbling plaster. 


Infra is a scientifically constructed, full 
depth, edge-to-edge insulator against heat and 
vapor flow. It expands automatically in ONE 
simple operation to create joist-to-joist layers 
of aluminum and reflective air spaces. 


FAVORED BY ARCHITECTS 


Its tough continuous metal, up to 500’ long 
without a break, is almost impervious to vapor. 
Infiltration under its flat flanges is slight. Deal- 
ers, architects, and builders have used over 400 
million sq. ft., much of it repeat business. 
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DIRECT DEALERS WANTED. 
No minimum stock required. 















INSULATION STORED IN THAT 20’x15’ SHACK! 


—ORDINARY INSULATION WOULD TAKE 69 SUCH SHACKS. 


Infra’s full-page ads appear every month, and 
have for a number of years past in Architectural 
Record; Progressive Architecture; American 
Builder; Air-Conditioning, Heating & Ventilat- 
ing; Heating, Piping & Air-Conditioning, etc. 


Send for a FREE SAMPLE of this compact, 
PROFIT-MAKING insulation, and our prices. Send 
also for a FREE COPY of “Moisture Condensation 
in Building Walls,” a helpful and interesting 
booklet published by the U. S. National Bureau of 
Standards. Just mail the coupon. 


THERMAL VALUES*, INFRA PARALLEL INSULATIONS 
Non-metallic Insulation Equivalentst 


THERE’S A MILLION SQUARE FEET OF 





UP-HEAT DOWN-HEAT _ Cost, installed! 
TYPE 2. C.177=1%”" C .064=5%” 5¢ sq. ft. 
TYPE 3. -C.142=2%4” C .049=6%4” 6z sq. ft. 
TYPE 4 C.105=3%” C .042=§8” 8z sq. ft. 
TYPE 5 C.081=4” C .034=9%” 10¢ sq. ft. 
TYPE 6 C.068=4%” C .034=9%4” ll¢ sq. ft. 


TYPE 9 C.043=7%4” C.029=11%” 16¢sq. ft. 


Types 1, 7, 8 also available 


“Determined by method of National Bureau of Standards 
in H.H.F.A. Research Paper 32. 
+Calculated on bzes.s of limit:ng thermal values cited in 
Fed. Specs. LLL-f-321b; HH-I-585; HH-I-521c; HH-I-551a. 
SApproximatecost, material and labor,new construction betweenwood joists. 


Pe we eee ee @oe eae @e eee 2222 


Infra Insulation, Inc., 525 B’way, N.Y.C., Dept. U-12. 


() Please send sample of Infra [ Dealers’ prices 
— U.S. pamphlet BMS63. 
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RETAILING 


Lumber Exchange Folds 


The National Lumber Exchange, 
started in Portland in October, has 
closed its doors after little more than 
a month of trial operation. The ex- 
change was a new concept in lumber 
selling patterned after commodity 
markets. 

Fred C. Talbot, board chairman 
and treasurer, said the owners are 
now forming a standard lumber whole- 
saler organization to replace the ex- 
change. Talbot already heads another 
lumber wholesaling company in Los 
Angeles. He commented that trans- 
actions on the exchange’s “big board” 
had been increasing, but at too slow 
a rate to warrant continuing the ex- 
change. 

Talbot still believes the exchange 
idea is feasible. He remarked in a 
statement to the press that “less cost- 
ly means of selling lumber products 
must come into being in the near fu- 
ture, if the industry hopes to hold its 
position against competition. If an- 
other attempt to establish an exchange 
is made, it should be a cooperative 
effort on the part of all segments of 
the forest products industry.” 


Management Workshops 


Management workshops will again 
be actively sponsored during 1958 by 
American Lumberman in cooperation 
with lumber dealer associations. The 
schedule for next year already in- 
cludes: 

Feb. 24-27, Virginia, Roanoke ho- 
tel, Roanoke, Va. 

Mar. 11-14, Western Retail, Royal 
Alexandria hotel, Winnipeg, Can. 

June 15-19, West Lumber Co., At- 
lanta, Ga. 

Nov. 10-13, Ill.-Ind. Associations, 
Danville hotel, Danville, III. 

Tentatively scheduled are work- 
shops in New York, Ontario, southern 
California, Missouri, northern Califor- 


LUMBER DEALERS heading for Florida this winter will be interested to visit the new 
Dupont Plaza Center in Miami. The $11! million center, opening next month after six 
years of research and planning, includes 100,000 square feet devoted to a permanent 
display of building materials. The Center also includes a 30-room hotel, meeting rooms 
and offices for those identified with the construction industry. Gates Ferguson, former 
advertising director of Celotex Corp., is the public relations director. 





nia, Texas and Washington. Dealers 
wishing to attend workshops may 
write American Lumberman for de- 
tails or they should contact their 
association secretary. 


OHI in Canada 


Canada also has begun a fully in- 
tegrated program to promote home 
improvement business. With national 
headquarters at Toronto the program 
is known as “Operation Home Im- 
provement,” following a pattern pio- 
neered in the United States. 

Support has been excellent from 
both manufacturers and dealers. Now 
being rushed through is a community 
handbook, dealer display kit and other 
related sales tools. Fredericton, N.B., 
became the first city to stage an in- 
tensive campaign at the local level. 


LUMBER PRICES 


TACOMA — The market generally 
appears to be holding its line. There 
is no denying, however, that there are 
indications the over-all construction 
slowdown is having its effect. Except 
for the customary Thanksgiving shut- 
downs, local mills are holding pretty 
firmly to their normal production 
schedules. But in some of the adjacent 
areas, there have been reports of mill 





HOME IMPROVEMENT MARKET 
(Millions of Dollars) 


Maintenance and Repairs 


Residential (non-farm) 
Farm residences 
(About 50% do-it-yourself) 


Additions and Alterations 
(About 30% do-it-yourself) 


Total Repair and Additions 
Source U.S. Dept. Commerce 


1956 1957 (est) 1958 (est) 


7,000 7,490 7,900 
192 195 





7,682 8,095 


3,860 4,081 4,325 





11,054 11,763 12,420 





HOME IMPROVEMENT sales next year will be nearly $12.5 billion, a shade below the 
new home building market. Estimates for 1958 are on the conservative side, do not 
include lots of work that can't be spotted by government surveys. 
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closures which have been attributed 
to a depressed market. 

Stiffening of plywood prices has 
been reported but there has been 
little indication as to the quantity of 
business being booked. Douglas Fir 
Plywood Association headquarters here 
said this week that the going price for 
the key quarter-inch panel grade is 
back to $72 a thousand square feet. 
This is the price that was in effect 
until the industry-wide breakdown of 
several months back. Industry spokes- 
men report business increases varying 
from $% to 11% at the $72 figure. 
They also point to corresponding in- 
creases in production. 


SEATTLE — The market is little 
changed. Retailers expect to find a 
profit after all returns are in. Produc- 
tion weather has been ideal. The re- 
tail yards in this area are not under 
the necessity to stock up and are 
buying carefully. Especially so is this 
true of standard items the customer 
expects to find available. A reader of 
this column reports lots of lumber to 
be had and has his choice of items. 
Many report no shortages anywhere. 


SAN FRANCISCO—Most northern 
California mills closed December 13 
for holidays which will last until after 
January 6. As a result, supply will 
not be too plentiful and spokesmen 
for the industry do not expect much 
market improvement until late Janu- 
ary or early February. 

Douglas fir standard grade construc- 
tion is fluctuating widely and “wildly” 
and everyone is buying for as little 
as possible. In terms of specie, 1x12 
Ponderosa No. 3 is bringing $70 to 
$76 and studs $62 at the mill and 
$69 to $72 delivered in the San Fran- 
cisco bay area. 


BALTIMORE—Lumber activities in 
both hardwods and southern pine are 
virtually at a standstill in this area. 
The reasons for this are not very 
clear, and most dealers won’t even 
hazard a guess as to when conditions 
can be expected to improve. The con- 
census, however, is that any change 
will be for the better. 

Prices for many items of fir and 
pine are about the lowest they have 
been since 1949; and, if the freight 
rate boost is taken into consideration, 
even lower. 
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ADVERTISED IN 


hits home 


LIFE hits your home-improvement cus- 
tomers where they live. LIFE, in fact, brings 
advertising for home-improvement prod- 
ucts into 3 out of 5 households in the aver- 
age community in the course of 13 weeks. 

Regularly, the people of your neighbor- 
hood read and react to LIFE’s great words, 
vivid photographs and informative adver- 
tisements. Regularly LIFE pre-sells specific 
products and materials. 


Audience source: 
4 Study of the Household Accumulative Audience of LIFE, 


People respond to 
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with home-improvement customers 


So, it makes excellent selling sense to 
cash in on LIFE’s pre-sold audience . . . by 
handling LIFE-advertised products . . . and 
by featuring the‘ Advertised-in-LIFE” sym- 
bol. It’s what more and more smart retailers 
are doing. 

Write LIFE Building Products Merchan- 
dising, 9 Rockefeller Plaza, New York 20, 
New York, for full information on how you 
can use ‘‘Advertised-in-LIFE”’. 
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Staying Alive in 1958 


EEPING a business alive and profit- 

able has required both energy and 

skill during the past year. There is noth- 

ing to indicate the job will become easier 
or less complex in 1958. 

The coming year seems to call for 
hard-headed understanding of the eco- 
nomic forces at work in this industry. 
Many things are happening and they 
must be faced squarely if future plan- 
ning is to pay-off. That suggests a key 
word for 1958—clear thinking! 

A second word might be action. With 
the facts on the table—local information 
on distribution, profit trends and the 
like, it seems sensible to shape up a 
positive program for next year. Some 
dealers have told us that 1958 will be 
their “year of decision.” 

The third word is optimism. Prospects 
look better and they really will be bet- 
ter with less crepe hanging and more 
solid sales effort. Creating new business 
makes a lot more sense than a frantic 
scramble and bidding for stuff just com- 
ing through the door. 


HEN the record is finally written for 
1957 we may look back and pin- 
point this year as very significant from 
a marketing viewpoint. For example: 
The cash-and-carry yard has emerged 
as a force to be reckoned with in many 
mid-western states. And like the widen- 
ing circles created by a stone in the 
water, its full impact has yet to be felt. 
Already in areas directly affected it has 
forced revised thinking at both the 
wholesaler and dealer levels. The 
C & C’s have stimulated merchandising 
on a forced-draft basis, often with sur- 
prisingly good sales results. In a sense 
promotion no longer was something just 
to bat the breeze about, but rather a 
vital force for survival. 


UR old friend package selling was 

one of these often discussed theories 
that proved immediately successful in 
combating the inroads of the cash-and- 
carry yards. There must be thousands 
of dealers who remember our Mr. Hood 
advocating this idea a good 20 years 
ago. Now it’s “new” again and a work- 
horse for yards promoting remodeling, 


EDITORIAL 


especially with the exciting HIC cam- 
paign just ahead. 

This has also been a big year for Lu- 
Re-Co and all other house components. 
In the fall three pre-fab outfits an- 
nounced that they would begin pro- 
ducing components in 1958. Again a 
theory had left the classroom and had 
become a shirtsleeves idea to assist re- 
tailers—in this case to improve profits 
on new home building. 

Less dramatic in 1957 but still im- 
portant was continued improvement in 
showrooms, more handling of built-in 
appliances and the first beginnings of 
service programs by wholesalers for 
dealer customers. 

In shaping up plans for 1958 a good 
beginning might be made by consider- 
ing just how the above marketing trends 
relate to your local conditions. Possibly 
future cash-and-carry competition can 
be written-off in some areas. But get- 
ting started with package selling, in- 
creasing store traffic and tying-down the 
contractors, is good insurance, plus a 
move for more profits. 


ROMOTING remodeling in 1958 seems 

pretty obvious. There’s a national 
HIC program with many opportunities 
for local tie-in. Featuring home improve- 
ment packages minimizes price and fi- 
nancing is readily available. It requires 
planning but the rewards, according to 
dealers, are worth the effort. 

Finally remodeling or building a new 
store is something to study. There’s 
more than increased sales at stake. The 
man operating an attractive, one-stop 
store is already getting the best deals 
from wholesalers and manufacturers. 
Store traffic is potent catnip to all people 
looking for added volume. 

Retailing is never a simple proposi- 
tion, especially in these times. We do 
have a lively, changing, growing indus- 
try, just beginning to stretch its mus- 
cles. We believe in its future and plan 
many new improvements editorally next 
year for our readers. 

Our very best wishes for the New 
Year. May it be both a prosperous and 
a year for personal, creative achieve- 
ment. 
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REMOVABLE AND BALANCED 


BETTER WEATHER PROTECTION 


DEALERS WHO TELL AND SELL THE WHOLE R:O-W 
WINDOW STORY ARE GETTING MORE “TOTAL- 
JOB” ORDERS. Buyers may chuckle about the dealer who 
just won’t /et them buy a second-rate product, but that’s the 
dealer that gets the repeat business and the big job orders. 


With sash removed, R-O-W windows are easier and faster to 
install. One man can usually handle the lightened unit, in half 
the time. Painting sash separately, as a production operation, 
saves up to two-thirds in labor costs. Such savings bring the 
“installed”’ price way down. 


Fine millwork (toxic treated), plus the removable feature, 

has put R-O-W windows ahead of all competition. And even wise mime 
with the extra features of finger-pressure LIF-T-LOX Balance 

and the R:O-W spring-side mechanism (which insures both 

weather-seal and instant sash removability), R°-O-W Remov- R-O-W and LIF-T-LOX are the registered 


trade-marks of the R-O-W Sales Company 


able Wood Windows are competitively priced. YOU’LL 
PROFIT BY TELLING THE R-O-W STORY. 


ReO°W SALES COMPANY - 1371 ACADEMY + FERNDALE 20, MICHIGAN 
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HOW $25 A YEAR 
CAN BOOST YOUR 
HOME IMPROVEMENT 


SALES IN 1958 
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Special Report: “‘Home Improvement Council—a permanent, industry-wide, organization to 


promote home modernization and improvement. 


WHAT HIC MEANS TO YOU 


The national HIC 1958 program will have unprece- 
dented consumer impact. America’s 40 million home- 
owners will be made aware, for the first time, of the 
pressing need for and many benefits from home im- 
provement. This stimulation of public consciousness 
will be centered around HIC’s $250,000, two-phase 
homeowners’ contest, designed first to interest the 
homeowner in repairing and remodeling, then move 
him to act. 

e Manufacturers will promote the contest in their 
national advertising in newspapers, magazines, 
radio and television. 

e HIC, in its own saturation newspaper advertising 
and in two special newspaper sections, will make 
this the most heavily promoted contest in history. 


National consumer magazines, such as Better 
Homes & Gardens, Successful Farming, Kitchen 
Ideas, LIFE, Popular Mechanics, American Home 
and others, will give the contest massive addi- 
tional publicity. 

The consumer will be looking for those businessmen 
who display the HIC membership seal. Manufacturers 
and the Council, itself, will tell consumers to pick up 
contest entry blanks from local home improvement 
dealers who have identified themselves with the HIC 
program, They will tell homeowners to seek the guid- 
ance of these businessmen in modernizing and improv- 
ing their homes. The customer will see the HIC mem- 
bership seal in newspapers and magazines and on tele- 
vision; he will hear about it on radio; he will look for 
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it when he seeks contest entry 
blanks and when he makes his home 
improvement purchases. 


Local members will be provided 
with a wide variety of merchandis- 
ing tools which will make HIC par- 
ticipation a highly profitable ven- 
ture. In fact, the $25 to $50 cost of 
participating in the Council pro- 
gram will be less than the cost of FRED C. HECHT. 
HIC’s services and promotion ma- chairman of HIC 
terials to help members make the executive commit- 
most of the program. tee, 





e Only those lumber dealers who are Council sup- 
porters will be permitted to use the HIC member- 
ship seal, for which prospective customers will be 
looking as the year-long contest begins. 


¢ Immediately upon becoming an HIC member, the 
local lumber dealer will be provided with a pack- 
age of materials for use in identifying him as 
home improvement headquarters. 


Sales personnel of all lumber dealer members will 
receive a regular letter giving them specific sug- 
gestions on how to convert HIC promotion into 
sales—the little tips that can be helpful in day- 
to-day dealings with customers, information on 
installment selling, etc. Included will be reprints 
or digests of particularly informative trade maga- 
zine articles. 
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e New display and advertising materials will be 
provided local members with each major phase of 
the program as it develops—special materials for 
the different major segments of the industry. 


e Members will also receive reprints of outstanding 
consumer magazine articles, listings of available 
movies to show to consumer groups, etc. 


Tie-in with contest. The two-phase HIC consumer 
home improvement contest will mean more national 
publicity and consumer action in improving their 
homes than any other industr,-wide effort. The first 
contest involves checking off needed home improve- 
ments. Then, the second contest (starting July 1958) 
is built around actual home improvements which are 
made in connection with a HIC local dealer or con- 
tractor. 

HIC participants will be supplied with copies of the 
16-page official contest entry blank for distribution to 
customers, whether over the counter, through direct 
mail or on a door-to-door basis. 

HIC lumber dealer members will be supplied with 
materials identifying them as “contest headquarters.” 
Included will be posters, ad mats, etc. 

All contest entrants will receive a mailing from the 
Council thanking them for entering the first phase and 
urging them to participate in the second phase which 
requires performance of a home improvement project 
with assistance of a local HIC member. 

Manufacturers, who are HIC members, will write 
all entrants in the first phase and in some cases will 
list their dealers who are local Council members. 

Since the entry-blank for the first phase (January 
through June, 1958) is in check-list form, requiring 
the entrant to examine the adequacy of his home, 
valuable information on specific needs of homeowners 
in every town in the country will be obtained. When 
this information is compiled, lumber dealer HIC par- 
ticipants will be provided with the data. 


Tie-in locally. Organized local activity will make the 
program even more effective. There will be no restric- 
tions on Council membership (other than ethical re- 
quirements) and all local HIC chapters will be formed 
under HIC headquarters direction through 30 regional 
directors. Half of all participating fees paid to the 











How HIC Is Organized 


The 100-man board of directors consists of 25 
manufacturers representing the major products used 
in home improvements; 45 directors representing 
associations of dealers and contractors, lenders, 
manufacturers’ associations and allied interests; re- 
gional directors located in retail trade centers. 


Regional directors will be charged with securing 
local members and implementing the promotion pro- 
gram in their areas. One-half of the fees paid by 
local-level members will go to regional councils for 
local promotion. 


How You Can Join 


Dealers and wholesalers can join this home im- 
provement crusade by writing direct to Don Moore, 
executive director, Home Improvement Council, 2 


East 54th St., New York 22, N. Y. 


The 1958 membership for dealers and contractors 
with less than 25 employes is $25; over 25 employes, 
$50. Jobber membership is $50. Manufacturers and 
national sales organizations are asked to contribute 
01% of 1%, of annual sales in home improvement 
products. 


“TANUOMONTVNVOVUVAEVOA MAUNA UU 


Council, incidentally, will be set aside for the organi- 
zation and operation of these local chapters. Local 
chapters will receive assistance from HIC headquarters 
in organizing and implementing home shows, home- 
owner clinics, demonstration houses, contests, house- 
to-house surveys and various other promotional proj- 
ects to center further local homeowner attention on 
repairing and remodeling. Additionally, those partici- 
pating will be provided with newspaper sections, which 
they can take to the local newspaper to get that kind 
of project implemented. 





from cellar to roof. 





BUILDING PRODUCTS MERCHANDISER 





CONTEST GUIDE for entrants in HIC's home improvement contest contains a |6-page 
checklist, right, which enables the homeowner to rate the present condition of his house 
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THIS HIC PROMOTIONAL KIT is one of several which HIC members will receive 
throughout the year. The first kit includes membership certificate, HIC headquarters 
counter card; press, radio and TV releases and other materials. 


HIC Kit Will Help You Sell 


Here’s how you can make your store the HIC contest 


headquarters and develop good sales leads at the same time. 


Plenty of sales ammunition will 
be provided dealer members of HIC 
throughout the year. The $25-$50 
membership fee ($25 for dealers 
and contractors with under 25 em- 
ployes; $50 for over 25 employes) 
will pay for all the basic promotion- 
al material the dealer will need, but 
additional materials may be ordered 
at nominal cost. 

First kit described. The first kit, 
already in the mail, includes these 
items: 

1, HIC membership certificate suitable for 
framing. 

HIC membership decal for display win- 

dow or glass door entrance. 

HIC headquarters display card. 

Suggested news release describing HIC 

and dealer tie-in. 

Employe booklet, “New Profit Oppor- 

tunity for You." (Booklet describes how 

employes will benefit by pushing home 
improvements. ) 


6. Mats for newspaper ads and suggested 
TV and radio spots. 

7. Request card for information on estab- 
lishing a local HIC chapter in your com- 
munity. 

Additional material order form. 


Second kit coming. The secoiid 
kit, which will be in the mail about 
the time you read this, will include 
all the materials needed to promote 
the first HIC Home Improvement 
Contest. This package will include 
window streamers, posters, ads and 
25 consumer contest entry blanks. 
Additional entry blanks may be pur- 
chased for 1c apiece. 

Third kit in spring. This kit, 
ready about April, will include suit- 
able materials for spring seasonal 
promotion of home improvement 
projects. 

Fourth kit in summer. This kit 
will include all the promotional ma- 
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terials needed for the second phase 
of the home improvement contest 
in which the homeowner describes 
an actual home improvement proj- 
ect which he has completed. 

In addition to the kits, dealer 
members will receive in late Jan- 
uary a complete newspaper section 
which will be released for publica- 
tion in March or April. This sec- 
tion will be filled with home im- 
provement news. The dealer can 
take this section to his local news- 
paper either alone or with other 
HIC members to point out the ad- 
vertising potential and reader in 
terest in such a section. 

Dealers may also secure without 
charge a 12-minute film strip for 
showing his own employes or indus- 
try members dramatizing the po 
tential for home improvement work. 

An Organizing Guide is in prepa- 
ration. This will explain the pro- 
cedure for setting up a local HIC 
chapter, the work of the regional 
director and regional council. 

Members will also receive the 
twice-monthly HIC Newsletter. 
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NORTHERN 
- HARDWOODS 


Northern Woods have been recognized for high quality and dependable performance for 
over half a century. Today the mills of the Northern region are better prepared than ever 
to serve you with well-manufactured, accurately graded lumber and lumber products of 
these quality hardwoods. Consult the firms on this page for your requirements in Northern 


Woods. 


Subsidiary of 


*1J, W. Wells Lumber Co. . . . . « Menominee, Mich. *Goodman Lumber Company . . . « cansubtidigry, of 
Sales Office: Fate myn WISCONSIN 


Hard Maple and Oak Flooring. Strip, Herringbone, Block patterns. 
Custom kiln drying. Upper grades Hard Maple and Birch lumber. Mills at: Good and Mohewk, Michigan 
Northern Hardwoods, prone White Pine and Basswood 


rough. 
Hardwood Dimension, Planing Mill, Dry 
Rotary Cut Veneers 





*Copeland LumberCo, . . . « « « « « Ghicago, Ill, 
*Roddis Plywood Corporation . Marshfield & Park Falls, Wis. 


Mills—Marquette and Newberry. Michigan 


Sales Office — CHICAGO — 228 N. La Salle St. 
Hardwoods. 


Planing Mills and Dry Kilns. 


+tMember Maple Flooring Mfrs. Assn. 








Roddis Lumber & Veneer Co. of Mich.. Ironwood, Mich. 
Roddis Lbr. & Veneer Co., Ltd. com Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds.. Hemlock, W. Pine, Cedar Prod., Maple, 
Birch, Fig. Hdwd. Ven‘r’d Doors. alley Modern Dry Kiln facilities. 


*Member Northern Hemlock & Hardwood Mirs. Assn. 
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MIXES IN COLD WAT 


CONSUMERS 
PATCHING 
PLASTER 


- ++ for cracks, holes 


Patching / 
Plaster 
F iy 


and general repair 





amous for 
QUICK SALES 
because it... 
. Needs no sizing. 
. Mixes white in cold water. 
Knits quickly to old plaster. 
. Will not check or shrink. 
. Does not peel or crack. 


@ Available in 1, 21% and 5 Ib. cartons; 
2, 5, 10, 15 and 50 Ib. paper bags; 100 
and 300 Ib. drums. 
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ORDER FROM YOUR WHOLESALER 
OR DIRECT FROM US 
CONSUMERS GLUE CO. 


1515 N. HADLEY ST ST. LOUIS 6. MO. 
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Recommended Reading for Lumber Dealers: 


THE 
FUTURE 
OF WOOD 


(Weyer- 
haeuser 
Timber 
Company 
Report) 


This far-reaching report on the future market 
and supply of lumber contains new information 
vital to plans of every iumber and building 
products dealer 





AMERICAN LUMBERMAN 
ROOM 2000, REPRINTS 

139 NORTH CLARK STREET 
CHICAGO 2, ILLINO! 


Enclosed is......- . 
please send me 


return mail 
WAME 

COMPANY 
ADDRESS 


CITY 
STATE 














KITCHEN PLANNING KIT accompanied Winter issue of HOME and cost the dealer 


nothing. This and other kits enable the dealer to answer customer inquiries generated 


by HOME. 


How to Sell Home Improvements by Mail 


Effective next year, American 
Lumberman and its associate pub- 
lication, HOME Maintenance & Im- 
provement will coordinate editorial 
planning for the lumber dealer’s 
maximum benefit. 

Preceding each HOME issue, 
American Lumberman will preview 
features designed to aid the dealer 
in handling prospects generated by 
HOME. As an example, beginning 
in February, we will publish fea- 
tures on kitchens, recreation rooms 
and other popular home improve- 
ment big-ticket packages. These 
presentations will detail all phases 
of selling these improvements. 

The tie-in comes in subsequent 
issues of HOME. Over four sea- 
sonal editions, HOME will feature 
the same home improvement pack- 
ages previously discussed in Amer- 
ican Lumberman. Thus all yard 
personnel can be effectively briefed 
and ready for inquiries stimulated 
by HOME. 


When you stop to consider that 
nearly all the family units outside 
of concentrated city areas have 
homes of their own, it is actually 
surprising that more lumber deal- 
ers do not use direct mail programs 
to go after a consumer business 
potential exceeded by few other re- 
tail lines. 

A well-organized direct mail cam- 
paign can be a primary advertising 
tool for any dealer, large or small, 
who lacks the personnel, budget or 
facilities necessary to do a consist- 
ent, hard-hitting job in other ad- 
vertising media. Mail advertising 
can be directed to a specific group 
—a newly-developed subdivision- 


homeowners in any given neighbor- 
hood — waiting rooms of doctors, 
dentists and barber shops. A prop- 
erly selected mailing list can really 
pay dividends. 

For example, lumber dealer spon- 
sors of Home Maintenance & Im- 
provement, the dealer advertising 
magazine published by American 
Lumberman, have the option of pre- 
paring their own lists or, in most 
towns of 5,000 population and over, 
of ordering a verified homeowner 
list to be compiled from a specific 
area without extra charge. 

Here is the type of merchandis- 
ing a consumer magazine can do 
for you. A magazine such as Home 
is sent, personally addressed, front 
cover imprinted with your adver- 
tising message, to the people you 
select or approve. Before mailing 
of each quarterly issue, a sponsor 
receives a “Preview Bulletin” ad- 
vising him of the editorial and ad- 
vertising content. 

Next, the dealer receives an ad- 
vance magazine copy and, as in the 
current winter Home promotion, a 
number of kitchen merchandising 
kits designed to provide detailed 
information for interested pros- 
pects. When copies are finally in 
the hands of customers and pros- 
pects, the dealer and his sales per- 
sonnel are completely informed as 
to what product and package in- 
quiries can be expected. 

In short, there is no more highly 
selective way to advertise than 
mailing instructive, helpful and 
sales-provoking magazines which 
show the product package you want 
to sell. Plan on using direct mail 
intensively as a major part of your 
HIC promotion during 1958. 
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Art Hood 
Chairman, Editorial 
Boerd, American 
Lumberman & 
Building Products 
Merchandiser 


Harold R. Berlin 

Vice-President 

Johns-Manville 
Corporation 


Edward J. Detgen 
Vice-President 
Owens-Corning 
Fiberglas Corp. 


M. F. Moyer 
Eugene Planing 
Mill, Eugene, Ore. 


Paul B. Shoemaker 
Vice-President 
Masonite Corp. 


ivan M. Foley 
R. F. Mestayer 
Lumber Co. 
New Orleans, La. 


Andrew J. Watt 
Vice-President 
United States 
Gypsum Co. 


H. R. Northup 
Executive 
Vice-President 
National Retail 
Lumber Dealers 
Association 


Dynamic leadership assured for 
Home Improvement Council . . . 


Star-Studded HIC Board Has Top Men 
From Building Products Industry 
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On this page you see some of the key leaders in the retail, R> 


wholesale and manufacturing segments of the lumber and 


» 


building product industry who are participating as board mem- * 


hers of the new, permanent Home Improvement Council. 


Richard L. Lowell 
Director, 
Sales Promotion 
& Advertising 
United States 
Plywood Corp. 


T. L. O'Gara 
Vice-President, 
Merchandising 
Weyerhaeuser 


Sales Co. 


Daniel E. Ford 
Executive Director 
Detroit 
Lumbermen's 
Assoc. 


William H. Hunt 
Vice-President 
Georgia-Pacific 
Corp. 


S. M. Van Kirk 
General Manager 
National Building 

Material 
Distributors Assn. 


Phil Creden 
Merchandising 
Manager, Edward 
Hines Lumber Co. 


John L. Haynes 
Managing Director 
The Producers 
Council 


R. G. Breeden, Jr. 
Secretary-Manager 
Insulating Siding 
Association 
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Comparative sales record, 1956-57 
Nowlen Lumber Company, Benton Harbor, Mich. 
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LATE SUMMER SALES curve 
this year parallels 1956, but 
at a lower level until whole- 
saler-retailer co-op program 
gave sales phenomenal lift 
in October. 


Wholesaler Helps Retailer Boost Remodeling 


With jobbers help, 2,000 people throng dealer's open 


house on fix-up theme. Promotion results in 35.4% monthly 


sales increase for small-city yard. 


e For maximum impact to the con- 
sumer, home remodeling promotion 
must be supported by wholesalers 
as well as dealers. The following 
account tells of the results of one 
such cooperative effort. Working 
with an aggressive wholesaler this 
past fall, American Lumberman 
editors prepared a merchandising 
package for his dealer-customers. 
We used simple, proven devices, 
organized into a simple coordinated 
program. The wholesaler took it to 
the retailers who made it work. 
In HIC the industry has a similar 
coordinated program. It can be 
made to produce profitable sales 
volumes for the retailers and whole- 
salers who will work together. 


~The Editors 


A wholesaler-sponsored sales pro- 
motion program involving home im- 
provement has been responsible for 
an outstanding sales achievement 
at Nowlen Lumber Co., Benton Har- 
bor, Mich. 


Nowlen management followed lit- 
erally the step-by-step plans of a 
month-long October selling pro- 
gram brought them by Great Lakes 
Distributing Corp., wholesale firm 
in South Bend, Ind. 

As a result, Nowlen chalked up 
a 35.4% sales increase over Sep- 
tember. Nowlen’s 1957 sales had 
been generally below that of 1956, 
but the October volume was 2.9% 
better than October 1956. 


The sales campaign was based on 
the theme, “Fix Up Your Home”— 
the same general theme which will 
be nationally promoted by the Home 
Improvement Council as described 


“Without the October program 
we'd be worrying now about 1958,” 
said Tom A. Nowlen, president. 
“We’re not panicky any more. It 
is amazing what follow-through 
we are still getting from the Oc- 
tober program,” he declared to 
American Lumberman in mid-De- 
cember. 


Planned program. One of the 
reasons behind the Nowlen promo- 
tion success was that their cam- 
paign was a planned event, not just 
a single newspaper ad or similar 
half-way scheme. A sales kit de- 
veloped by the editors of American 
Lumberman as an experiment for 
wholesaler-retailer teamwork served 
as guide to the promotion. It con- 
sisted of (1) sales management 
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data, (2) product literature, (3) 
display and merchandising ideas 
and (4) advertising and promotion 
tools. The entire program was tied 
together with a coordinating tim- 
ing calendar. The wholesaler and 
his manufacturers worked with 
American Lumberman editors in 
creating the effective kit. 


The kit was designed to improve 
personal salesmanship by yard em- 
ployes, to up-grade advertising re- 
sults, improve store display, build 
floor traffic, improve contractor re- 
lations on dealer-controlled sales. 
It began with exhibits of fall and 
winter home fix-up products, con- 
tinued with month-long advertis- 
ing and publicity all channeled into 
the fall home fix-up theme, included 
a store traffic-builder device and 
ended with a two-day open shouse. 


< 

Successful? Yes! “We greeted 
2,000 people in the two days at our 
open house,” said Mrs. Margaret H. 
Nowlen, ad manager. “They tried 
their keys in our Treasure Chest, 
finding 31 prizes. They had coffee, 
cider and do-nuts at the warehouse 
and they made the largest number of 
daily cash sales we have ever had. 


“People said they enjoyed brows- 
ing about the store. They hadn’t 
realized the extent of our stock and 
display. We felt they were glad 
they had come even though they 
were not prize winners. 


“These responses continued after 
the campaign was over. People drop 
in and ask us if we realize what 
an impression our efforts have made 
throughout this ‘area. Ernie, our 
salesman, has a stack of leads that 
came in during open house that will 
keep us hustling for several weeks. 
As a result, we are facing the com- 
ing months knowing we have good 
products to sell, the best service to 
be given and that customers are 
available to buy our wares.” 

As an important by-product, the 
program-sponsoring wholesaler re- 
ported the best October sales in his 
history, and a September-October 
sales gain of 4.74%. 


SALES PLANNING SESSION of Great 
Lakes Distributing Corp. Sales representa- 
tives study the AMERICAN LUMBERMAN- 
created retailer sales kit. 
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LARGEST DAILY CASH SALES ever recorded by Nowlen Lumber were made during the 


home fix-up open house which climaxed the month-long sales drive. 


CONTRACTOR TRIES MAGIC KEY at Nowlen's home fix-up open house as 
housewife waits turn. Tom A. Nowlen, right, and T. T. Nowlen, rear, report 
big stack of sales leads from the promotion. 





WHOLESALE AND RETAIL EXECUTIVES J. F. Dillon, left, and Tom A. Nowlen, right, 
worked together on the special promotion to bring sales increases to both firms. Results 
included better personal selling by yard people, plus increased traffic in the store. Con- 
tractor relations on dealer-controlled sales were better, too. 


23 


Armstrong sratrer® tinoceum 


Se, — 


ok OPA, La 


ITITU LALLY 


PREPARING a package of free interior decorating suggestions at Armstrong Cork Co. 
Each customer receives individual consideration from qualified decorators and designers. 
Above, the large color bank of materials available in many colors and fabrics. 


Decorating Service for Dealers 


Free interior decorating service 
is rapidly becoming one of the most 
popular sales tools offered by Arm- 
strong Cork Co.’s Bureau of Lum- 
ber Dealer Merchandising. Retail- 


9 ame woe 


Standard Gauge Castile tory No. S029 


TYPICAL guide page supplied by Arm- 
strong. Keying begins at top with acousti- 
cal ceiling and then covers walls, drapery, 
upholstery, accessories and wood trim. 
Actual samples are supplied on drapery 
fabric and upholstery. Ideas are attached 
to a reproduction of floor covering rec- 
ommended. 
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ers using the program can give their 
customers practical, professional 
assistance with decorating prob- 
lems. It takes much of the guess- 
work out of decorating, often a 
stumbling block in closing “big- 
ticket” remodeling jobs. 

The customer planning to remod- 
el his attic, basement, kitchen or 
other room, receives from his lum- 
ber dealer an application blank on 
which he lists pertinent informa- 
tion such as the architectural style 
of the house, the rooms or areas 
he plans to remodel of build, gen- 
eral color preferences, sizes of 
areas to be treated, and other in- 
formation. 

Covers all materials. This in- 
formation is mailed to Armstrong 
at Lancaster, Penna., and turned 
over to experts in interior decora- 
tion. They prepare a general guide 
for the customer, suggesting wall 
to wood trim colors, curtain and 
drapery materials, upholstery fab- 
rics, floorings, and other decorative 
materials. With this guide, the cus- 
tomer is better able to visualize how 
he can use interior finish materials 
to the best advantage. 

Although the method for taking 
care of the huge flow of applica- 
tions for the service is highly 
streamlined, each applicant receives 
individual consideration. He is not 
merely handed a form package made 
up in advance for various color 
schemes. Only when insufficient in- 
formation is forwarded to Arm- 
strong is the customer given a color 
scheme previously prepared. 


The free interior decorating serv- 
ice is expected to become even more 
useful to dealers as the big Home 
Improvement Council program be- 
gins to roll on January 1, 1958. It 
should work out well for either do- 
it-yourself projects or where a pro- 
fessional does the job. 

Two restrictions on the service 
are that the lumber dealer must 
handle Armstrong products and the 
customer requesting advice must be 
planning to use some Armstrong 
products in his project. 


Closes the sale. At the recent 
NRLDA Exposition at Philadelphia 
kitchens and recreation rooms were 
the top home improvement projects 
according to dealers in attendance. 
Kitchens, especially, require a 
knowledge of color and _ fabric 
trends often beyond the average 
dealer or his salesman. Joe Kar- 
ner, kitchen manager, Merritt Lum- 
ber Yards, Allentown, Penna., com- 
mented at the clinic on kitchens 
that the housewife is the No. 1 
factor in selling a kitchen job. Ac- 
cording to Karner, playing up to 
her desire for individuality is basic 
for closing a sale. The Armstrong 
plan makes it easy for a dealer to 
really satisfy the woman customers 
yearning for “something different.” 

In practice it would be good busi- 
ness for a dealer to complete the 
decorating form and send it in for 
the customer. The color suggestions 
then should come back to the dealer 
for presentation personally to the 
prospect. If a folder is prepared 
on a prospective job the Armstrong 
material can be included with 
sketches, literature and other help- 
ful data for the closing. 
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Title | Booklet 
Now Available 


A new booklet which fully ex- 
plains FHA Title I terms and rates 
for home improvement loans is now 
available from Chief, Printing & 
Publications Section, Federal Hous- 
ing Administration, Washington 
25, D. C. 

The booklet explains to the con- 
sumer how to apply for an FHA 
Title I loan, types of loans, cost of 
the loans and other data. 

It details the types of home im- 
provements covered by FHA Title 
I under the following major cate- 
gories: Remodeling, painting and 
decorating, weatherproofing, plumb- 
ing-heating-water supply, wiring, 
repairs. 


New York Co-Op 


Thirty metropolitan area lumber 
and material retailers in all bor- 
oughs of New York City except 
Richmond have created their own 
wholesale and jobber concern, the 
Monarch Lumber and Millwork, 
Inc., with headquarters in Brook- 
lyn, which supplies most of the 
needs of its member companies as 
well as other dealers who care to 
buy from it. 

Monarch recently celebrated its 
first anniversary. “In addition to 
our 30 members, we sell to some 
170 other dealers, with a combined 
annual retail volume of about $20 
million,” says general manager 
Nelson Rudner, who is the guiding 
force behind Monarch and who has 
been in the lumber business for 25 
years. 


Install Equipment to 
End-Accredit Lumber 


Lumber from the planing mills 
of Crestbrook Timber, Ltd., at 
Cranbrook and Wardner, B. C., now 
is end-accredited by Pack River 
Tree Farm Products of Spokane, 
Wash., according to T. S. Porter, 
vice-president in charge of sales. 

“The two plants have installed 
equipment to double-end smooth- 
trim the lumber they produce,” 
Porter states. “The lumber is 
waxed and branded on one end with 
the trademark name ‘Pack River 
Qualitized.’ This is the brand used 
on lumber produced by Pack River’s 
plants in the U. 8.” 

The Spokane firm manages sales 
for Crestbrook both in the U. S. 
and Canada. 


The Mastic Tile Corp. of America 
announces the removal of its national 
headquarters to a new building con- 
structed for that purpose on a 20- 
acre site at Vail’s Gate, N. Y. 


BUILDING PRODUCTS MERCHANDISER 














Cash for Your ideas 
Got any good ideas that are work- 
ing for you — something that you 
thought up yourself? If so, why 
not mail them in to us? The address 
is American Lumberman, 139 North 
Clark Street, Chicago 2, Ill. We'll 
pay you $3 for each item used. They 
can be as long as a column or as 
short as a paragraph. The ones 
used on this page will give you an 
idea, The Editors 


No Price Dicker 

_We feel that one of the smartest 
bits of money management we have 
done is to establish a policy of no 
price dickering with individual 
customers. If we have to cut a price, 


PICKERING “GOLD MEDAL” LUMBER 


we cut it for all customers. Because 
of this, we feel we have developed 
a reputation as a reliable firm from 
which to buy.—P. W.  Eichholtz, 
owner, New Lumber & Hardware 
Co., Federal Way, Wash. 


Pays for Machine 

When we put in our new Dill 
posting machine, we began posting 
a 1% carrying charge on all ac- 
counts which are not settled by the 
20th of the month. In three years 
we have paid for the mechanical 
posting machine with the proceeds 
of this service charge. We are care- 
ful not to let these service charges 
run over 12 months without review. 
—R. M. Pineo, owner, Bruce Lum- 
ber Co., Bremerton, Wash. 
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TIMBER 


generous size, uniform quality. 


it can turn out 400,000’ a day. 


million feet of dry lumber 
ing prompt shipment of 


CALIFORNIA 
SUGAR AND PONDEROSA PINE 
WHITE FIR AND INCENSE CEDAR 
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features “Gold Medal” 


us put him in touch with you. 





The Pickering Trade Mark is your 
assurance of quality. 


Telephone Sonora JE 2-7141 





And it has all of the merits asso- 
ciated with high altitude growth— 
fine grain, soft, mellow texture, 


Pickering’s mill, completed in 1947, 
is modern and efficient. All electric 
with two band mills and a resaw, 


Twenty-four dry kilns operate the 
year around. Five sheds hold 20 
assur- 


Please contact your local distributor who 
products—or drop 
us a line at Standard, California and let 


PI CK ERIN GC LUMBER CORPORATION 


Standard, California 


(Near Sonora, Calif.) 


Circle No, 8 on Coupon, page 40 





Ask for a copy of our color brochure, 


‘“Timber,’’ which contains a word and pic- 
ture story of Pickering’s timber resources 
and manufacturing facilities 


Teletype Sonora 116-U 












Solving Your Labor 


Relations Problem 


Small yards are not immune to unionization. Here are some basic things 


you should know about employe thinking and union activity. Important 


reading whether your yard is organized or not. 


Many dealers have not dealt with a union, so let’s 
first consider the subject from their point of view. The 
dealer who has a non-union work force and wants to 
keep it that way must first consider the question, 
“Why would my employes want to join a union?” 

A few months ago the writer met with a committee 
of industrial relations men from various manufactur- 
ing industries to consider why employes want to join 





About the Author 

H. Wayne Loer is 
a labor relations con- 
sultant in Indian- 
apolis, Ind. His abili- 
ties came to the at- 
tention of AMERI- 
CAN LUMBERMAN 
recently through his 
successful representa- 
tion of a group of 
small northern Indi- 
ana retail lumber- 
yards in a teamster 
strike. 

Prior to entering 
the labor relations 
consulting field, he 
served as deputy di- 
rector, Office of Sal- 
ary Stabilization, Chi- 
cago region; director 
of employe relations 
for a large transportation utility; director of labor relations 
for a manufacturer of machinery; personnel director and as- 
sistant secretary for a large electric, gas and transportation 
utility. He is active in a number of professional labor relations 
organizations and civic groups. 


H. Wayne Loer 











unions. They decided employes join unions for one or 
more of the following reasons: 


1. To get recognition. 

2. To get accurate information. (Information from 
management might be biased. ) 

3. To get fair treatment as a result of pressures by 
the union upon management. 
Job security. (Recognition of seniority.) 

5. To have an experienced spokesman in his behalf. 

6. To havea sense of belonging to something. 

7. To have an unprejudiced and sympathetic ear to 
his problems. 


Management must find ways and means of satisfying 
these desires or unionization is inevitable. Any em- 
ploye relations program designed to meet these em- 
ploye desires requires constant thought and careful 
planning. Wage rates and fringe benefits in particular 
must be checked at least once each year to be sure they 
are being maintained at a level at least equal to and 
preferably slightly above that of the unionized com- 
panies in the area where comparable work is being 
performed. This is a considerable chore. However, there 
are companies both large and small in every line of in- 
dustry who have apparently found the answer. 


Union is interested. To the smaller dealer who has 
not been faced with unionization, and who might be 
eligible for union membership, all this may sound like 
much ado about nothing. The idea that a union might 
be interested in organizing his few employes in an 
area that is not highly industrialized may seem little 
short of fantastic. But it is not as fantastic as it might 
seem. 

The writer represents an association of eight deal- 
ers who recently went through a five-week strike called 
by a Teamster Union. The largest of these companies 
had nine employes in the bargaining unit and the 
smallest had two, yet the union was quite willing to 
maintain eight picket lines and pay strike benefits for 
five weeks. The communities in which the companies 
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were located had less than 20,000 population. Union 


interest is not now confined to the large employer in the 
larger community. The non-union dealer regardless of 
his size and location must be ever alert if he is to re- 
tain his freedom of action. 


What of the dealer who is already organized? What 
does he need to know about labor relations? May he 
just forget the subject except periodically when he or 
his representative has to sit at the bargaining table 
with the business agent? Unfortunately his problem is 
even more complex than that of his fellow dealer who 
is unorganized and hopes to stay that way. 


Here are a few points he should keep in mind: 


1, Employes must be convinced that management is honest, firm, 
fair and genuinely interested in their welfare if the dealer is to 
do a creditable job of bargaining with the union representative. 


. Recognize that dealing with the union bargaining committee is 
not particularly different from dealing with any other group of 
individuals. Only the ground rules are changed. 


. Recognize that unions are essentially political in character. Con- 
sequently their representatives think politically, not along busi- 
ness-like lines. 


. To do an effective job of dealing with the union representative 
the dealer or his representative must have an understanding of 
the basic labor laws which govern his dealings with unions. 


. Be acquainted with the type of agreement the same union is 
making with other employers in the area. 


. Know what other dealers are granting in wages and fringe 
benefits. 


- Know as much as possible about the union representing your 
employes. Know its aims and purposes. 


Many points could be added to this list. Since labor 
relations are in a state of flux, one can never become 
completely acquainted with the subject. There will al- 
ways be new things for the dealer to learn if he is to 
deal with the union representative. 


Keep employes informed. Then those dealers who 
have spare time on their hands might ponder this seem- 
ing paradox. Why is it that an employer who has em- 
ployes on his premises eight hours per day and pays 
them good money for their time has less influence with 
them than the union leader who may have them only 
a few minutes per day, or week or month and takes 
money away from them in the form of dues, fees and 
assessments ? 


The retail lumber dealer should not be afraid to tell 
his employes the economic facts of life. The drivers who 
make the deliveries and the employes who serve the 
customers inside will know if business is up or down. 
There should be no hesitation about reminding them of 
it and why. If material costs are up, he should say so. 
If business is off because of less housing starts, he 
should say so. If taxes are up, he should say so. If 
profits are down because Uncle Sam is taking a bigger 
cut and employe’s wages are taking an ever increasing 
part of the pie, why shouldn’t they be told? The man- 
agement has nothing to lose by telling them. 


They may not believe everything that is said to them, 
but some of it will be accepted. How well they accept 
it and retain it will determine just how much they 
will appreciate that their future and the company’s 
depend on the same thing—the success of the business. 


The union committee’s attitude at the bargaining 
table will be governed to a large degree by how much 
the employes believe their future depends on the suc- 
cess of the business. When employes fully appreciate 
their future is irrevocably tied to the future of the 
business, it is the result of good communications and 
good employe relations. The end product is good labor 
relations. 
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We had to put on extra hands — since we 
started suggesting ‘““Scotcn” Brand Masking T'ape 
with every paint sale! 
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MECHANICAL HANDLING — UNIT LOADS 








STEEL STRAPPED BRICK packs are un- 
loaded by one man, the driver, with 
Superlite unloaders used by Henderson 
Clay Products Co., Henderson, Texas. 


New Ideas in Masonry Materials Handling 


These practices from manufacturer to dealer to building 


site can help maintain reasonable profits in the face of in- 


creasing costs. 


PACKS OF 100 BRICK or less are hoisted 
to upper floors. Packs are strapped at 
yard, loaded on flat bed trucks and 
driven to site where they are transferred 
directly to job. 
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By C. R. LAMMERS 
Materials Handling Specialist 


Much has been written concern- 
ing the benefits realized from bun- 
dling, unitizing and mechanical 
handling of boards, dimension and 
industrial lumber. 

Now evidence is growing to indi- 
cate a definite trend in unit han- 
dling of hard building materials. 

Several of the larger brick and 
tile yards now include stacking and 
strapping lines in their production 
operation. The trend among brick 
manufacturers is to install centrally 
located brick packaging lines. 

Brick can be stacked in courses 
to permit strapping in self-con- 
tained packs which do not require 
skids or pallets. The bottom course 


of brick in the stack serves as a 
platform for the rest of the pack- 
age. 

Larger packs, such as those con- 
taining 300 or 500 brick, offer sav- 
ings to both manufacturer and 
dealer. But the trend in brick pack- 
aging is to smaller packages of 
from 62 to 100 brick each, which 
will enable the contractor to deliver 
packaged products from the kiln to 
the bricklayer. Savings resulting 
from packaging in these smaller 
units have been reported to total as 
much as $21 per thousand brick in 
the wall. With “self-palletizing” 
packaging, a Washington yard un- 
loads shipments 12 times faster with 
use of mechanical equipment. 

Manufacturers of structural tile, 
drain tile and flue liners also bundle 
either on skids, pallets or in uni- 
tized packs. Flue liners can be 
unitized in self-contained packs, 
structural and drain tile can also 
be unitized, depending upon the 
shape of the product. One tile con- 
cern purposely re-designed the 
shape of its product to handle and 
ship in unitized packs. A California 
producer has cut loading time from 
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SEWER PIPE JIG stacks pipe and supports it for strapping in 
packs. Lawrence Schorr, designer of the jig, holds the remov- 


able side, special feature of the method. 


MULTI-PACKS OF BRICK shipped via rail from Henderson, Texas, 
to Colorado. Less than a dozen broken or chipped brick were 
found in this shipment. By snipping steel straps, 100-brick units 


can be removed with hand truck. 


4 man-hours to 4 man-hour through 
modern bundling. 

Shippers of sewer pipe have 
worked closely with material han- 
dle~s and steel strapping specialists 
to devise a pack which combines 
economy with maximum product 
security. Recently, Logan Clay 
Products, Logan, Ohio, developed a 
pack adaptable to 4”, 6”, 8” or 10” 
sewer pipe in 2 ft., 3 ft., or 4 ft. 
sections. The Logan pack can be 
unloaded in one-fourth the time re- 
quired with loose shipments. 

With the aid of a few ingenious 
techniques, such as strapping the 
pack horizontally in a special stack- 
ing jig with a removable side, the 
Logan pack may provide a_ uni- 
versally workable answer to the 
problem of handling clay sewer pipe 
in packaged form. This package can 
even be broken down for drop de- 
liveries, without disturbing the se- 
curity of the remaining sections. 
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FIRST PALLET of 6" sewer pipe is moved by lift truck from truck 
to storage area at Midwest Fuel and Lumber, Chicago. Load 


contains 35,600 pounds of pipe. 


Manufacturers of drain and sewer 
pipe, bituminized and fiber, are 
using special stacking patterns and 
heavy duty steel strapping to ship 
larger quantities of pipe per load 
than they did prior to the advent of 
special packaging techniques. The 
new techniques also provide greater 
security and convenience in loading, 
in-transit shipment and unloading. 

Concrete block producers have 
lately begun to unitize their prod- 
ucts for in-plant handling as well 
as shipping. The industry has pack- 
aged brick, 4” block, split stone, 
manhole block and glazed, faced 
block for form truck handling and 
mechanical unloading to replace 
time wasting haudling. 

The latest wrinkle in packaging 
ceramic glazed tile is a_ steel 
strapped double stack of tile on non- 
returnable pallets. The disposable 
pallets serve as doyble platform for 
the paper-covered, strapped stacks. 


FLUE LINERS are stacked in units of 15 and steel strapped for 
unit handling at Gladding Brothers, San Jose, Calif. Formerly, 
loose-loading truck shipments required four men four hours. Uni- 
tized shipments require only one man 30 minutes with a lift truck. 


The top of the double package is 
covered with a single corrugated 
cap. When the tile contractor or 
distributor receives this package, he 
can handle it as a unit for fork han 
dling or he can cut the strapping 
binding the two stacks together and 
handle them individually with a 
hand truck. Each stack then becomes 
a pack in itself, firmly secured with 
its individual length of strapping. 

New ideas in packaging of fabri- 
cated building products will appear 
in a forthcoming issue of American 
Lumberman. 


Cc. R. LAMMERS, 
author of this ar- 
ticle, is on special 
assignment with 
Acme Steel Prod- 
ucts Div., Acme 
Steel Co., Chicago, 
concentrating on 
building industry 
handling problems. 
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Outdoors is Good Selling Area (Self-Service) 
(Romney Lbr. Co., Salt Lake 
-o Apr. 15, 


Self-Service Branch Yard Pays Off (Home 
Materials Co., Mansfield, Ohio) 
“'s ‘ Apr. 


Self-Service Shed Turns Yard inte Sales (Pike 
Lbr. Co., Sepulveda, Calif.)...Apr. 29, p. 34 


How to Handle Saturday Crowds (Neiman- 
Reed Lbr. Co., Van Nuys, Calif.)....... . 
ee agp Apr. 29, p. 38 


Drive-In Yard Puts Customers to Work (Lake- 
view Builders pancintaded Battle Creek, Mich.). 
»--- dune 10, p. 96 


Mass Merchandising for Do-It-Yourself (Hech- 
inger’s, Rockville, Md.). ..June 24, p. 50 


Top Merchants 


Sitting at the Feet of Nation's 
June 24, p. 54 


-What They Said.. 


Self-Service Bins for I-ickup Trade (Trotwood 
Lbr. Co., Trotwood, Ohio)....Aug. 19, p. 54 


School for Home Buyers Develops new Business 
(Fifield Lbr. Co., Janesville, Wis.). 
Sept. 16, ’D. 50 


Suburban Store Designed for Women Shoppers 
(Pacific Suburban Lbr. Co., Ft. Lauderdale, 
. Sept. 30, p. 19 


All the Girls are Just Wild about “Charlie” 
(Long-Bell Lbr. Co., Divn. of International 
Paper Co., Little Rock, Ark.)..Sept 30, p. 22 


What Women Expect of You (Bloomington, 
I!!. Housewives, Bloomington, III.) 
Sept. 30, p. 23 


What Happens when a Cash & Carry Giant 
Invades Your Market (Wickes Lumber Corp., 
Ind., Ohio, N. Y¥., Mich.)..... Oct. 14, p. 46 


How to Tap the School Market (Egland me? 
Co., Bakersfield, Calif.)...... Nov. 11, p. 


Dealers Jam Cash-and-Carry Clinic (NRLDA 
exposition, Philadelphia) Nov. 25, p. 28 


How to Make a Self-Service Warehouse Work 
(W. E. Cooper Lbr. Co., Los Angeles). 
- =, DB. “48 


5 Steps to a Successful Sales Call (Western 
Pipe Supply Co., Emeryville, i 
uaew sons ee Dec. 9, p. 34 


Contractor Selling 


Contractors Turn to Paneling,....Mar. 4, p. 48 


Topnotch Dealer Sales Team Win Heme Build- 
er Trade (Southport Lumber Co., Southport, 
May 13, p. 82 


How to Influence Building Contractors (Wil- 
lard Lbr. Co., Fresno, Calif.).June 10, p. 112 


Do-It-Yourself Articles 


There’s Still Gold in Them Hills (Steiner Lbr. 
Co. and Capital Lbr. Co., Sacramento, Calif.) 
(Sell packaged Bldg. Matl. for Mountain 
cabins) Mar. 18, p. 84 


New England dealer says “Do It Yourself to 
sell Do-It-Yourself” (A. Boilard Sons, Indian 
Orchard, Mass.) May 13, p. 72 


Mass Merchandising for Do-It-Yourself (Hech- 
inger’s, Rockville, Md.)...... June 24, p. 50 


Word of Mouth Advertising Sparks Do-It-Your- 
self Boom on Briarcliff St. (A. Boilard & 
Sons, Inc., Indian Orchard, Mass.)........ 

pis areas July 8, p. 52 


Do-It-Yourself Dollar Appeals to Wood (Wood 
Lbr. Co., Birmingham, Ala.)..Aug 5, p. 38 


Editorials 
The Hard Core of Dealer Profit,..Jan. 7 


Laying It on the Line, 
By-Passing Can Be Stopped, 


Formula for Arriving at Net Profit Percent- 
eee 


Why Dealers are Optimistic—Green Light for 
Small-town Dealers,.......... Apr. 15, p. 50 


Seven Hats of a Retail Yard Manager 
Apr. 


a, 


Ready for Sat- 


What Size Lumber Package? 
May 13, p. 46 


urday Business, 
The Worst Mistake I Ever Made,.May 27, p. 34 


NRLDA’s New Employee Training Plan & 
Don’t Hide Basic Materials,..June 10, p. 50 


The Housing Riddle—Special Market Editorial 
June 10, p. 62 


Home Rapeerenans Sales Could Be ponte, 
June 24, p. 


Lumber Deserves Something Better, 
July 8, p. 41 


A Revealing Analysis of Sales,..July 22, p. 


Good News—And a Warning,....Aug. 5, p. 


Pricing Ingenuity Will Step Up Profits,.... 
S , D 


Task-Force for Industry Service,.Sept. 30, p. 


Industry in Search of a Name—Who Will 
Make Components?............ Oct. 28, p. 20 
Nine Ways to Handle Credit, ..Nov. 11, p. 38 


Straight-jackets for Showrooms 
Nov. 25, p. 


Education—The Key to Doubled Home Improve- 
ment Sales Dec. 9, p. 28 


Stay Alive in 1958 


Education 


corre- 
4, p. 8 


NRHA Training Course, 15-volume 


spondence course 


Training “‘Packages’’ Tops for Paneling _ 
Lbr. Co., Royal Oak, Mich.)..Mar. 4, p. 


Lineyard Managers Set New AL Clinic At- 
tendance Record—Diamond —* Co., 
1, p. 


Kitchen Training School, Purdue University. . 
Sept. 2, p. 13 


School for Home Buyers Develops New Busi- 
ness (Fifield Lbr. Co., Janesville, Wis.)... 
16, p. 50 


How to Tap the School Market (Egland Lbr. 
Co., Bakersfield, Calif.) Nov. 11, p. 44 


Farm Articles 

Arches—Key to Profitable Bldg. Packages 
(Harker-Beauman Lbr. Co., Estherville, 

Iowa) Jan. 7, p. 46 


Dealer Sells Farmers on Advantages of Alumi- 
num Structures (LaPlata Lumber Co., La- 
Plata, Mo.).... Mar. 18, p. 114 


Cut-Price Competition 
Milford, Nebr.)....... 
Oo 


Rural Dealer Licks 


(Yost Lumber Co., 
. 42 


Financing & Taxes 


Where to Find New Home-Financing (Howard 
Lbr. Co., Minden, La.)........ July 8, p. 56 


Sell “Flexible Financing” for Remodeling... 
Sept. 2, p. 172 
Dealers Cooperate to Solve Builder Credit 
Problem (Ark-La-Tex dealers) .Oct. 14, p. 94 


New Mortgage Money Source Outlined by 
FHA Officials at NRLDA a Phila- 
delphia 25, p. 30 


Home Building & Components 


Guaranteed Materials Price Helps Sell 68 
Homes (Valentine Lbr. & Supply Co., 
Springfield, Mass.) .Feb. 4, p. 44 


Dealer Cuts Floor Framing Time 75% (Stein- 
kamp & Co., Inc., Batesville, Ind.) 
Feb. 18, p. 68 


Sweat-Equity Homes Replaces Contractor Busi- 
ness (Del Paso Lumber Co., Del Paso 
Peete, GREE.) eiscscnses ce Apr. 15, p. 58 


Converts Lumber into House Components 
(Berard & Sons [Builders], Valentine Lbr. 
& Supply Co., Springfield, Mass.).......... 

Apr. 29, p. 43 
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Sells 40 Lu-Re-Co Homes (Seth Lumber Co., 
Lincolnton, N. C.).........0. May 13, p. 106 


One Jig Table Performs for Six Floor Plans 
aaaencete Lbr. Co., Cedar Rapids, Iowa). 
.....June 10, p. 100 


Shop-Built ‘Wall Sections for Custom Jobs (W. 
Theo. Miller & Son Lobr. Kutztown, 
PND ska Fpv'cae eccieedsoacdes July 8, p. 70 

NAHB Research House Uses Lu-Re-Co (Natl. 
Assn. Home Bldrs., Kensington, . 

Forms Simplify Owner-Builder’s Task (Thomp- 
son Lbr. Co., Marion, Ind.)...Aug. 5, p. 56 

Components in Action 


Prefabbers Set Up Components Programs 
(Monthly feature) .. Sept. 30, p. 36 


Aug. 56, p. 67 


Special 3-part Report on Finish-It-Yourself 
Panel Packages (Limoges Lumber Co., 
Lewiston, Me.).......... -» - Oct. 34, p. 76 


Panel Package for Everyone (Gibson Lumber 
Co., Merced, Calif.)... Oct. 14, p. 78 


(1) Materials Package & (2) Finish Package 
(Tylanders, Inc., West Palm Beach, Fla.).. 
Oct. 14, p. 84 


90% of Lu-Re-Co Homes Finished by Owners 
(Limoges Lumber Co., Lewiston, Me.) 
14, p. 88 


Finish Your Own Building Boom (Little Rock 
Lbr. Co., Alma, Mich.) Nov. 11, p. 40 


Component Assembly is Simple, Economical 
(Clinic at NRLDA Exposition, Philadelphia) 
Nov. 25, p. 32 


Panelization Scores in Small Town (Grafton 
Bldg. Supply, Littleton, N. H.).Dec. $, p. 50 


Home Improvement Council— 
Special Section 


Dealer Kit Explained . 23, p. 18 


Home Magazine Tie-in Dec. 23, p. 20 


Star-Studded Board 


Wholesaler Helps Dealer Sell K» modeling 
Dec. 23, p. 22-23 


Dec, 23, p. 24 
Armstrong Cork Remodeling Aid. .Dec. 23, p. 24 


Home Shows and Community 
Special Events 


The “Idea House’’ demonstration Creates Hun- 
dreds of Big Ticket Prospects (Ebenreiter 
Lbr. Co., Sheboygan, Wis.)}...Mar. 18, p. 90 


Maryland Dealer Stages Dual-Purpose Products 
Show (Nuttle Lbr. Co., Denton, Md.) 
- ll, p. 54 


Management 


Here’s How One Dealer Pared Delivery Costs 
(Steinman Bros. Lbr. Co., Bluffton, Ohio) 
ty Be 


Streamlined Buying System Pays Off sig 
Lbr. Co., Madisonville, Ky.)...Jan. 7, p. 


Clinic “Clicks” for Northwest Dealer (Max Ker 
& Son Lbr. Co., Idaho Falls, Idaho)...... 
Apr. 15, p. 58 


How to Improve Your Sales Picture, Snyder 
Business Research Reports (Charges & Coun- 
ter Charges) May 13, p. 76 


Credit Control System Pays Dividends (R. L. 
Sweet Lbr. Co., Kansas City, Mo. 
J 


Where to Find New Home-Financing (Howard 
Lbr. Co., Minden, La.)........ July 8, p. 70 


Easy Way to Get Temporary Help (Banner 
Lbr. Co., Milwaukee) July 22, p. 54 


Land Development Puts Dealer in Control 
(Grayson Lbr. Co., Birmingham, Ala.) 
ove 5006 Aug. 5, p. 30 


Seale Lumber Becomes a Builder-Dealer (Seale 
Lbr. Co., Birmingham, Ala.)..Aug. 5, p. 32 


Jobber Helps Dealers End ‘Red Ink’’ Months 


(Great Lakes Distributing Co., Mg: Bend, 
TN Pere rerere en. Pere R Sept. 2, p. 8 


BUILDING PRODUCTS MERCHANDISER 


Dual Incentives to Salesmen & Customers 
(Erb Lbr. Co., Royal Oak, Mich.)........ 
Sept. 2, p. 166 

The Key to Efficient — is Unit Estimating 
C. Steele Lbr. C ’. Monroe, La.) 
Sept. 2, p. 168 

(Southport Lbr. Co., Southport, Ind.).... 
Sept. 2, p. 169 


Panel Tells Ways to Help Salesmen, NRLDA 
Exposition, Philadelphia Nov. 25, p. 29 


Develop Land for New Home Business, NRLDA 
Exposition, Philadelphia Nov. 25, p. 31 


How Cost Control & Credit Sales Will In- 
crease Profits, NRLDA Exposition, Phila 
delphia Nov. 25, p. 44 


Profit Planning for Small Yards, NRLDA Ex- 
position, Philadelphia Nov. 25, p. 46 


Solving Your Labor Relations Problems...... 
Dec. 23, p. 26 


Materials Handling & Equipment 


Small Yard Solves Lift-Truck Problem 
(Scharpf’s Twin Oaks Builders Supply Co., 
PG. CD ve ktacccnccqesss Jan. 7, p. 30 


How Protective Wrappings can Help Cut Your 
Storage Costs Feb. 4, p. 36 


Protective Covers Offer Profitable New Market 
for Dealers (J. M. Young & Sons, Belleville, 
POR.) . cvccvcccsecccecectces Feb. 4, p. 38 


New Wrinkles in Protective doggy on (An- 
dersen Corp., Bayport, Minn.; Rosenthal 
Lbr. & Fuel Co., Crystal Lake, "In. Re timees 

Feb. 4, p. 40 


The Kinks are Out of Packaged Shipments 
(Acme Steel Strapping Co.)....Mar. 4, p. 76 


86,000 Feet Lr in 21 minutes (Robert 
B. Brown, NRLD Mar. 4, p. 78 


U. P. Pushes Production of Plug-Door Boxcars, 
V. Marvin (Union Pacific R.R.) 
M 


Conveyor Trims Handling Time 25% (Strong’s 
Lbr. & Coal Co., South — Mich.) 


Progress in Unit Loads (Mills oe to ~*~ 
Unit Loads) Apr. 


A. L. Guide to Mechanical Handling 
..May 13, p. 50 


Workload Study Brings Low-Cost Handling 
(Case history) mf aa Guhleman Lbr. Co., 
Jefferson City, Mo.)......... May 13, p. 56 


8 Big Benefits from Lift truck (Case bitowy) 
(Caves Lumber Co., Honeoye Falls, N. Y.) 
May 138, p. 61 


The case for 2-foot Wide Lumber Package 
(McCracken Lumber Co. [J. W. McCracken] 
Leechburg, Penna.).......... May 13, p. 64 


Hand-Operated Mechanical Equipment 
May 27, p. 
Basic types of equipment....May 27, p. 37 
60% Labor Savings 
from Boxes & Hand Trucks (Triboro Bldg. 
Supply Co., Long Island City, N. z) 
May 27, 


Easy Handling of Lath (Santa Ana Lbr. Co., 
Santa Ana, Calif.) May 27, p. 42 


How Dealers Use Hand Trucks (Dealer Ex- 
May 27, p. 44 


Useful Low-Cost Shelter Ideas—Dealer Ex- 
amples (Egland Lbr. Co., Bakersfield, 
Calif.; Voleo Bldrs. Supply, Inc., Jerome, 
Idaho; Coleman’s Bldrs. Supply, Pocatello, 
Idaho) May 27, p. 48 


Tractor Loads 30 Ton of Coal in An Hour 
(Webb Coal Co., Port a 


Sloped Deck Speeds Handling (Clay Co. Lbr. 
‘o., Liberty, Mo.) May 27, p. 50 
100% Storage Capacity— Plus Flexibility 

(Byrd Lumber Co., Marion, 
June 10, p. 108 


Simple Pallet Rack for Asphalt Shingles (Hope 
Lbr. & Supply Co., Tulsa, Okla.).... 
June 24, p. ‘§2 


Strapping Specialist adds Efficiency (Arlington 


Coal & Lbr. Co., Arlington, 


Fasy Way to get Temporary Help—Materials 
Handling (Banner Lumber Co., Milwaukee) 
eno re ; July 22, p. 54 


Warehouse, Shed Built Around End-Loading 
(Weyerhaeuser, Louisville, +) 


Fast Handling; 


Bonus Shed Space (Gordon 
Lbr. Co., 


Oak Harbor, Ohio)..Aug. 5, p. 48 


Time-Saving Trailer System (Sibley Lbr. Co., 
Detroit)...... Aug. 19, p. 56 


Mills Cooperate with Dealers in Unit Ship- 
ments, NRLDA and NLMA cooperate in 
joint testing program . Sept. 30, p. 30 


After $12,000 investment, dealer says “Lift 
Trucks Benefit Small Yards Most of All” (F. T. 
Hyne & Sons, Brighton, Mich.) 
oO 


Unloads First Car of Unitized Hardwood 
Lumber ebaaenege i Lbr. Co.,, ae 
14, p. 114 


Treated Lumber in Packaged Lots, 1st ship- 
ment by Dierks Forests, Inc., Process City, 

: Oct. 28, p. 40 
Rec'd by Von Tobel Lbr. Co., Francisville, 
Ind Oct. 28, p. 40 


Nov. 11, p. 70 


Assembly-Line Order-Picking for House Loads 
(Forest City Material Co., Cleveland, Ohio) 

, p. 70 

$5 Discount for Packaged Lumber (Stambaugh 
Lbr. Co., Youngstown, Ohio)..Nov. 11, p. 74 
Palletizing & Fork Truck Cuts Pipe Load 


Time from 16 to 8 hours (Gladding, McBean 
& Co., Los Angeles) Nov. 11, p. 78 


New 1958 Trucks... 


Crowds Marvel at new Mechanical Equi ment; 
Panel Explains Lumber Shed Trend oi 
Clinic, Philadelphia 


Unit-Load Progress, Problems Aired, NRLDA 
exposition, Philadelphia Nov. 25, p. 41 


.Dec. 9, p. 18 


Platforms, Trailers for 1-man Unloading (Mo- 
hawk Lbr. Co., Detroit) Dec. 9, p. 60 
New Ideas in Masonry Materials Handling 
23, p. 28 


“Nestling’’ Oak Flooring (Crossett Lbr. Co., 
Crossett, Ark.) = .Dec. 23, p. 42 


New Data on Unitized Lumber. . 


New and Remodeled Stores & Yards 


Home Improvement Supermarket (Smithtown 
Lbr. Corp., Smithtown, we 


New Warehouse Promotes Efficiency (Diamond 
Match Co., Glenbrook, Comnn.)...........- 
ébwienee Mar. 18, p. 110 


Face-Lifting Makes Room for High-Profit Spe- 
cialties (Ruby Lbr. Co., Madisonville, Ky.) 
15, p. 52 
Making Every Square Foot Pay Off (Cook 
Lbr. Co., Greensburg, Penna.)..........-. 
-May 27, p. 56 
Mass Merchandising for Do-It-Yourself — 
inger’s, Rockville, Md.)....... June 24, p. 
Home Improvement Spectacular (Forest City 
Material Co., Cleveland) July 8, p. 42 
New Trend—Lumber Dealer Stores in Shop- 
ping Centers. July 22, p. 58 
Showroom Exclusively for Package Sales 
(Little Rock Lbr. Co., Mount Pleasant, 
Mich,).... Sept. 2, p. 190 
Suburban Store Designed for Women Shop- 
pers (Pacific Suburban Lbr. Co., Ft. Lauder- 
dale, Fla.). ee ane Sept. 80, p. 19 
What’s New In Store Design—The Home Cen- 
ter Plan — Lumber Home Center, 
Saginaw, Mich.). .Oct. 28, p. 22 
Store-Warehouse in One Selling Area (I.N.R. 
). . 


wees Lbr. Co., Tinley Park, 
j . Oct. 28, ’p. ‘27 


Personalities 


Robt. Y. Kerr, American Lumberman corre- 
spondent ‘ ac .... Mar. 18, p. 12 


Gordon J. Lawler—-Editor........Apr. 1, p. 8 
Arthur A. Hood (Retirement)...Apr. 1, p. 9 


Something New in a “Package Deal” Sells 
both Legal Advice & Lumber (Glenn Barr 
Lbr. Co., Manchester, Iowa) May 27, p. 64 


(continued on next page) 
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Product Merchandising 
How to Make $$$ in Lawn & Garden ee 
Lbr. & Coal Co., Greenville, Del.).. 
ee er .Feb. 18, ’p. 46 
Feb. 18, p. 48 


Contest Sparks Unusual Paneling Displays. . 
eS -Mar. 4, p. 50 


Outdoor Living Ideas in Action 


Display Sells 27 Jobs in One Week (Modern 
Home Center, Seattle, Wash.)..Mar. 4, p. 56 


Credits $30,000 a Year in Paneling (John 
Waldner Lbr. Co., Philadelphia) 
..Mar. 4, p. 58 


Show Paneling in Use, Try Demonstrations 
.Mar. 4, p. 60 


Sells 30 Power Mowers First Season (J. Knox 
Corbett Lbr. Co., Tucson, Ariz.). 
Per ee ere ; Mar. 4, 
Paint (Special Section) ' .Mar. 18, p. 66 


Dealer Promotes pole-type bldg. to farmers 
(LaPlata Lbr. Co., LaPlata, 
° ° ar. 


Combination Window-Door Profits 
Dover, N. H.)...Mar. 18, p. 128 


The Kitchen Business (Special Section) 
i, p. 39; Apr. 15, 


Capture 
(D’arcy Co., 


Packaged Nails Pay Their Way (Rio Grande 
Lbr. Co., Salt Lake City)....Apr. 15, p. 86 
Moves $600,000 in U puniaher ee tg (Whis- 
sel Lbr. Co., Buffalo, N. Y .Apr. 15, p. 137 
Lumber (Special Section)......Apr. 29, p. 26 


Windows (Special Section).....June 10, p. 57 


Carload (Israel 
Dayton, Ohio). 
..June 10, p. 114 


American Lumberman Guide to Ready-Mix 
(Special Section) June 24, p. 28 


sand Market for Tools (Special Section)..... 
Veer July 22, p. 30 


Kitchens to Builders’ by 
Builders Supplies, Inc., 


How Deep Should Your Tool Inventory Be? 
(Wood Lumber Co., Birmingham, Ala.). 
July 22, p. "34 


Doubles Sales on Hand Tools (J. E, Smith Co., 
Inc., Waterbury, Conn.) July 22, p. 44 


Homeowners Demand Quality Tools (Beaver 
Lumber Ltd., Edmonton, Alberta, Canada) 
July 22, p. 46 


Power & Hand Tools . . 
July 22, p. 50 


Sideline. 
July 22, 


Kitchen Center Becomes Lumber Dealer Di- 
vision (Mazer Lbr. Co., Birmingham, Ala.) 
Aug. 5, p. 34 


More Help in Setting Up Your Ready-Mix 
Operation (Pointers from Concrete Trans- 
port Mixer Co., St. Louis, 


Point-of-Sale Ideas ; 
from Coast to Coast 


Renting Tools—A_ Profitable 


nian Building Specialties 
Aug. 
Floor Coverings (Special Section) 
: pss .Aug. 19, p. 


Color Matching Booms Paint Sales (Porter 
Lbr. Co., Garden City, 
; Sept. 2, p. 96 


Paint Sales Doubled in Mid-Winter (Hope Lbr. 
& Supply Co., Tulsa, Okla.)...Sept. 2, p. 100 


Good Market in Garage Doors (Lynch Lbr. Co., 
West Springfield, Mass.).....Sept. 2, p. 104 


For More Glass Replacement Sales (Freyman 
Lbr. Co., ag Iowa ; Johnson-Cash- 
way L br. Co. menenee 
. cae Sept. 2, 


8 Pointers to Help You Sell Power ss (Chap- 
man Lbr. Co., Syracuse, N. 
.Se oot 2, p. 108 


Doubles Sales of Floor Finishes (Nichols Bldg. 
Supply Co., Valdosta, Ga.)....Sept. 2, p. 114 


How to Sell Metal Products in Rural Area 
(Nickerson Lbr. deen: Orleans, Mass.) 
.. Sept. 2, p. 


Now is the Time to Sell Calking (Stockbridge 
Lbr. & Sup. Co., Stockbridge, Mass.) 

.Sept. 2, p. 122 

Aim for this season $200,000 in Combinations 


‘Sash & Door Division’ (Lehigh Lbr. Co., 
East Allentown, Penna.) Sept. 2, p. 124 


Do-It-Yourself School to Boost - a ree Sales 
ee: Lbr. Co., Elmont, N. 
Sept. | 


Clinies Step Up Insulation Sales 30% (Farber 
Bros, Supply Co., Linden, N. J.) 
; Sept. 2, 


Sells More Insulation by Turning on the — 
(Rowley Coal & Lbr. Co., Middletown, N. Y. 
Sept. 2, p. 130 


We're Pushing Weatherstrigped Window Units 
by Demonstrations in Yard & on Job (C. J. 
Harris Lbr. Co., meget Mo.) 

Sept. 2, p. 188 


How to Double Kitchen anes (ess Lbr. Co., 
West Hazletown, Penna.)....Sept. 2, p. 202 


Kitchen Trend—Women Sell Women (Little 
Rock Lbr. Co., Mt. Pleasant, Mich.) ; (Byrd 
Lbr. Co., Marion, Ind.) Sept. 2, p. 204 


Pitch Roofing Sales on Better Grades ( United 
Bidrs. Supply Co., Inc., Westerly, R. I.).. 


. 206 
Step Up Your Garage Sales Sept. 2, p. 208 
Hardware (Special Section)....Sept. 16, p. 26 


80,000 View Bolinger’s Paneling Display 
(Bolinger Lbr. & sepes Co., Bossier City, 
OS pry rer ....Sept. 16, p. 52 


Display Helps Arkansas dealer Sell $6,000 
Worth of Paneling (El Dorado Lbr. Co., El 
Dorado, Ark.) Sept. 30, p. 34 


Window Stickers Help Sell Storm 2. T 
Sullivan Lumber Co., Buffalo, N. Y. 
Oct. 


Windows Help Make the Sale (McClone Lbr. 
& Supply Co., Appleton, Wis.) 
Nov. 


Glass Department is Big Business (Calcasieu 
Lbr. Co., Austin, Tex.) Nov. 11, p. 76 


Making Kitchen Modernization Pay (NRLDA 
Clinic, Philadelphia) Nov. 25, p. 34 


Dealer Checklist for Selecting a Kitchen Cabi- 
net Line (Wolf Supply Co., York, Penna.).. 
-Nov. 25, p. 34 


Grooving Operation Upgrades Hardwood Panel 
Sales (Wiley Lbr. Co., Long Beach, Calif.) 
; 9, p. 58 


Prize-Winning Insulation Sales Techniques 
(Thompson Lbr. Co., San Bernardino, Calif.) 
See ‘* Dec. 9, p. 38 


Public & Employe Relations 


Community Room Increases Store Traffic (Jen- 
kins-Essex Co., Elizabethtown, Ky.) 
Feb. 4, p. 46 


Custom Cutting Service (Saul Pick, Inc., Gar- 
dena, Calif.). Mar. 4, p. 118 


School for Home Buyers Develops New Busi- 
ness (Fifield Lbr. Co., Janesville, Wis.).... 
Sept. 16, p. 50 


(Sum- 
merhayes Lbr. Co. Ltd., Brantford, Ont., 
Canada) Sept. 16, p. 54 

Pool Hall, Recreation Room Also do a Good, 
Sales Job (Snetsinger Lbr. Ltd., Dundas, 
Ont., Canada) Oct. 14, p. 74 


Employe Suggestions Pay Off (Moser Lbr. Co., 
Naperville, Ill.)... Dec. 9, p. 54 


They Work Together at Summerhayes 


Research 


How to Eliminate Nail Popping in Gypsum 
Board Walls (U. S. Forest Products Lab- 
oratory 82 


How to Stop Complaints on Oak Flooring. as 
15, p. 94 


Selling the Remodeling Job 


Tips on Selling the Remodeling Market. . 
Feb. 18, p. 54 


Ideas Sell Commercial Modernizing. Labor & 
Materials package help sell Commercial jobs 
(Newton Lbr. Co., Spokane, Wash.) 

Mar. 18, p. 100 


Remodeling Sales Offset Contractor Loss (Mon- 
roe Street Lbr. Co., Spokane, Wash.) 
June 10, 


For Profit, Easy “stimating, Promote Interior 
Remodeling Sept. 2, p. 132 


Remodeling Can be Big Business (W. E. 
kinson Co., Newburyport, . 
Sept. 2, p. 


In southern city of 72,000 . . . $500,000 in Re- 
— Yearly (Coman Lbr Co., Durham, 
N. C.) Sept. 2, p. 146 


To Stay on Top, Sell Materials & Labor (King 
Building Supply, Portland, =). 
Sept. : 


Initiate the Idea; Check Installation (Home 
Building Materials, Spokane, Wash.)...... 
; : Sept. 2, p. 156 


Labor Supply Helps Sell Improvement Jobs 
(Walworth, Wis., Lbr. Co.)...Sept. 2, p. 158 


These 5 Pointers Netted 13% on Sales Home 
Modernizing Dept. (J. C. Steele Lumber Co., 
West Monroe, La.) Sept.’ 2, p. 160 


How Questionnaire Uncovers Home Improve- 
ment Gold (H. W. Blackstock Lbr. Co., 
Seattle, Wash.) Sept. 2, p. 162 


Key to Efficient Selling is Unit ey ai 
«Southport Lbr. Co., Southport, Ind. Cc 
Steele Lbr. Co., W. Monroe, La.) are 

5 2, p. 168 

Packages from One Dealer 

“Guaranteed Work & Easy Financing” 

(Clemens Lbr. & Supply Co., Brandywine 

Sammmit, Penna.) ...ssccocies Sept. 2, p. 170 


Two-Week Remodeling Show by Single Dealer 
(All-Weather Insulation Co., Nashville, 
T Sept. 2, p. 178 


Remodeling Saves the Day—-Community-Wide 
Saturation Campaign (Eugene Planing Mill, 
Eugene, Ore.) ...Sept. 2, p. 182 

How-To-Do-It Rooms for Passing on Re- 
modeling Tips (Falls Lbr. Co., Cuyahoga 
Falls, Ohio) Sept. 2, p. 184 


30 “*End-Use”’ 


Showroom Exclusively for Package Sales 

(Little Rock Lbr. Co., Mt. Pleasant, Mich.) 

Sept. 2, p. 190 

Advertise Packages the Year Round (Forest 
City Materials Co., Cleveland) 


Windows Help Make the Sale (McClone Lbr. 


& Supply _ Appleton, Wis.).........+.- 
11, p. 48 


Remodeling Sales Tips Told by Dealers (* ‘Profit- 
Rama” Clinic, NRLDA Exposition, Phila- 
delphia) r .Nov. 25, p. 38 


Store Layout 


Good Store Design—First Step to Good Mer- 
chandising by James N. Lindenberger 
; Oct. 28, p. 


How to Merchandise your Store by Paul Er- 
gang ct. 28, p. 32 


Surveys & Business Predictions 


1956 was Rough on Lumber Dealers (Dun & 
Bradstreet)... . July 8 p. 78 
NRLDA-American Lumberman Special Indus- 
try Survey 1957 (Characteristics of Modern 
Lumber Dealer) Oct. 14, p. 55 


Business Outlook for 1958 Dee. 9, p. 32 


Wholesale Section 


Secret of a $10 Million Business (Binswanger 
& Co., Inc., Richmond, Va.)..Feb. 18, p. 90 


They Set Their Watches by Him (Western 
Pine Supply Co., Emeryville, Oaue)..<.0 : 
15, Pp. 1 4 


Organize Special Bureau to help dealers reach 
maximum Profit Goal (Armstrong Cork Co., 
Macon, Ga.) May 13, p. 128 


Price Catalog Key to Dealer Service (Bayonne 
Steel Products Corp., Newark, N. J.) 
May is, p. 


What Makes a Master Wholesaler (Iron City 
Sash & Door Co., Pittsburgh, Penna.).... 
June 10, p. 134 


Three Rules Spell Success (Warren F. Hoye, 
Inc., Springfield, Mass.) July 8, p. 111 


Quality Backed by Service (Zuber Lumber 
Co., Atlanta, Ga.). Aug. 19, p. 62 


Low-Cost Direct Mail Campaign Dramatizes 
Wholesale Lumber Service (City Lumber 
Co., Bridgeport, Conn.)......Oct. 14, p. 110 


Yard Prefabrication 


Lumberman Designs Largest Lu-Re-Co Build- 
i J. C. Ames Lbr. Co., Streator, Ill.) 
Mar. 18, p. 102 


Profitable Sideline (Valley 
Modesto, Calif.) 
Apr. 15, p. 


Pallet-Making 
Builders Supply Co., 


Components 
Springfield, 
29, p. 43 


Grow Cool Profits (Louns- 
Glendale, Calif.) 
May 13, p. 88 


Dealer Helps Build the Biggest Bridge (Gary 
Lbr. Co., Gary, Ind.) , 


Converts Lumber into House 
(Valentine Lbr. & Supply Co., 


Packaged Hothouses 
berry & Harris Lbr. Co., 
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Adopt Five-Point Marketing Program 


“Committee of Inquiring 
Minds” adopts lumber promotion 


program at Chicago meeting. 


A five-point program for the pro- 
posed National Lumber Marketing 
Council was adopted by the Com- 
mittee of Inquiring Minds, an in- 
formal group of lumbermen seek- 
ing a comprehensive wood promo- 
tion program, at a recent meeting 
in Chicago. 

Here are the five objectives de- 
fined for the proposed council: 


1. Promotion, advertising and 
publicity for wood products. 


2. Research assistance to indi- 
vidual concerns or laboratories for 
development of new products and 
wider use of present products. 


3. Training. Industry coopera- 
tion with educational and vocational 
institutions in preparing young 
people for technical and commercial 
careers in wood. 


4. Consumer education. 


5. Revision of present discrimi- 
natory codes, nationally and locally. 


“Our Chicago meeting revealed 
a lot of lumbermen and others, who 
have a keen interest in doing some- 
thing about lumber markets and 


the whole function of marketing,” 
said Walter E. Morgan, a whole- 
sale lumberman who is chairman 
of the committee. 

The Chicago session was an out- 
growth of a three-day meeting in 
Columbus, Ohio, six months ago at- 
tended by producers, wholesalers 
and commission men. 


Attending the Chicago meeting were: F. C 
Poore, F. C. Poore & Co., Chicago; L. V 
Brown, Pack River Tree Farm Products, Spo 
kane, Wash.; A. T. Brink, Tri-State Lumber 
& Shingle Co., Kansas City; G. G. Garlick, 
Protection Products Mfg. Co., Kalamazoo, 
Mich.; Frank Hagenbarth, Pack River Tree 
Farm Products, Spokane; Tom DeWeese, A. 
DeWeese Lumber Co., Philadelphia, Miss. ; 
S. M. Van Kirk, National Building Material 
Distributors Assn., Chicago; Lawrence J. Fitz- 
patrick, J. J. Fitzpatrick Lumber Co., Madison, 
Wis.; B. C. Dervir, Southwest Lumber Mills, 
Chicago; F. E. Hammes, Edward Hines Lum- 
ber Co., Chicago; W. E. Morgan, Morgan 
Lumber Sales Co., Columbus, Ohio; T. L 
O’Gara, Weyerhaeuser Sales Co., St. Paul; 
Jim O’Meara, J. B. O’Meara Co., Minneapolis ; 
Lee Richardson, Allison Lumber Co., Bellamy, 
Ala.; D. B. Frampton, Jr., D. B. Frampton & 
Co., Columbus, Ohio; J. W. Webster, D. B 
Frampton & Co., Columbus, Ohio; Arthur A 
Hood, chairman, editorial board, American 
Lumberman, Chicago; H. ’. Bryan, Browne 
& Bryan Lumber Co., New York: John E 
Fox, W. S. Fox & Sons, Pine Bluff, Ark.; C. S 
Cary, Shehan Cary & Co., St. Louis, Mo.; 
G. W. Mueth, A. F. Gehner Lumber Co., St. 
Louis, Mo.: Robert Clegg, code consultant, 
Chicago; F. W. Girdner, Bradley Lumber Co., 
Warren, Ark.; J. F. Koellisch, Wood & Wood 
Products, Chicago; R. H. Morris, Ponderosa 
Pine Woodwork, Chicago; Paul Boden, Life 
Magazine; Howard H. Bede, Leo Burnett Co., 
Chicago: John T. McGinn, Somerville-McGinn 
Lumber Co., Park Ridge, Ill.: Ben Springer, 
Order of Hoo-Hoo, Milwaukee; Phil Boyd, J 
Philip Boyd & Co., Chicago: FE. J. Kettlety 
>. W. Kettlety Lumber Co., Chicago; Joseph 
A. Dohm, Natt-Wolf Lumber Co., Chicago 
Frank J. Rutter, Huss Lumber Co., Chicago: 
William B. Thomas, Portland, Ind.: Carl Bahr, 
The Pacific Lumber Co., Chicago Lanning 
MacFarland, Intermountain Lumber Co., Chi 
cago. 


STEERING COMMITTEE of the "Committee of Inquiring Minds," informal group of lum- 


bermen seeking comprehensive wood 


promotion program, as it met in Chicago recently. 


Chairman Walter E. Morgan, Morgan Lumber Sales, is at right, standing. Others are, 
left to right, front row, Jim O'Meara, J. B. O'Meara Co.; F. C. Poore, F. C. Poore & 
Co.; G. W. Mueth, A. F. Gehner Lumber Co.; Tom DeWeese, A. DeWeese Lumber Co.; 
Ben Springer, Hoo-Hoo; A. T. Brink, Tri-State Lumber & Shingle Co. Standing, B. C. 
Denvir, Southwest Lumber Mills; L. J. Fitzpatrick, J. J. Fitzpatrick Lumber Co., and 


chairman Morgan. 
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EVERY PANEL IS AN AD for Alsynite Co. 
of America, San Diego, Calif., at the San 
Diego Children's Zoo, since grownups as 
well as the small-fry are included among 
visitors. Multi-colored Alsynite sheets of 
Steplap, corrugated panels and 12" strips 
of Alsynite Flat were used to fence in the 
grounds, which contain more than 50 vari- 
eties of wildlife. 


Roth Elected Head of 
Hardwoods Association 


Bice <A. Roth, vice-president, 
Amos-Thompson Corp., Edinburg, 
Ind., was elected president of the 
Fine Hardwoods Association at the 
recent annual meeting held in Chi- 
cago. Other new officers elected for 
1958 are: J. B. Alexander, presi- 
dent, Alexander Wood Products, 
Inc., Athens, Ga., who was elected 
vice-president, and Robert P. 
Thompson, president, Thompson 
Mahogany Co., Philadelphia, who 
was elected treasurer. 

The membership also confirmed 
the selection by the board of direc- 
tors of E. Howard Gatewood as ex- 
ecutive vice-president and secretary 
of the association. He fills the va- 
cancy created by the resignation of 
Burdett Green to make his home 
on the west coast. 


To Help Builders Promote 
and Sell More Homes 


A three-year, multi-million dollar 
Comfort Conditioned Home _ pro- 
gram to help the nation’s home- 
builders promote and sell more 
homes is being undertaken in 1958 
by Owens-Corning Fiberglas Corp., 
Toledo, Ohio. “Over 200 of the 
country’s top builders are expected 
to cooperate in the program, along 
with utility companies and appli- 
ance, heating and air-conditioning 
manufacturers,” says president 
Harold Boeschenstein. 

Key to the entire campaign is the 
model home. Participating builders 
must fully insulate their homes and 
wire them for full housepower. 
Their model homes also will feature 
the best of modern home-furnish- 
ings and building trends. 
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NEW BAUER 














Gas Drop-in Top Is 3" Thin 


Modern Maid announces a complete- 
ly new gas drop-in top. This new top, 
No. GT-30, requires no front cut out 
and is engineered so precisely that it 
is only 3” thin and will fit above the 
drawer space in most base cabinets, 
it is said. Other features, states man- 
ufacturer, are: (1) Only one cut out 
needed, (2) simple installation in tile 


TOUGH, FULL CEPT 
J08ST-TO.JONST INSULATION 


tops, (3) pulls down flush to cabinet 
with no space for spill-overs to run 
into cabinet, (4) interchangeable with 
Modern Maid Super-Thin electric top 
and (5) no need to worry about thick- 
ness of cabinet front. Tennessee Stove 
Works, Dept. AL, Chattanooga 1, 
Tenn. 
Circle No. 201 on Coupon, page 40 


Joist-to-Joist Insulation 

Infra announces 7%” of non-metal- 
lic insulation value against up-heat 
flow in winter through ceilings and 
roofs and 114” insulation value against 
down-heat flow in summer have been 
achieved with a new multiple alumi- 
num insulation measuring only 5%” 
deep. Called Infra Insulation Type 9, 
it is made of 8 tough 2 and 3-ply 
aluminum-fiber laminate layers. Air 


spaces and layers, %” apart, stretch 
from joist to joist with full, uniform 
depth protection, says maker. It is 
installed by routine stapling. Infra 
Insulation, Inc., Dept. AL, 525 Broad- 
way, New York Sm, I. 2 

Circle No. 202 on Coupon, page 40 


Wood-Aluminum Window Unit 


The new Crestline combination self- 
storing storm and screen unit has a 
ponderosa pine frame and aluminum 
frame storms and screens. It can be 
installed with the prime window, sav- 
ing the builder a second installation 
job. The new units are designed for 
use with Crestline’s Double-Hung Re- 
movable windows, Slideby windows 
and all conventional double-hung win- 
dows. The aluminum inserts are re- 
movable to fit the season; interchange- 
able panels are self-storing in the 
wood frame. The Silcrest Co., Dept. 
AL, 100 Thomas St., Wausau, Wis. 

Circle No. 203 on Coupon, page 40 


Roof Coating in Colors 

Customers can re-roof homes in 
color with a paint brush using Al- 
Chroma coating now available for lum- 
ber dealer sales. One coat provides a 
metallic protective finish that will 
waterproof, insulate, decorate and pre- 
serve any type of roof, maker says. 
Colors available are red, blue, green, 
brown, gray, colonial white and alu- 
minum. Shingles as pictured above 
can be restored to original condition 
for about four cents per square foot, 
according to manufacturer. 

Coating is formulated from pure re- 





Manufacturers and Distributors 











Circle No. 11 on Coupon, page 40 


of 


WEST COAST WOODS 


Douglas Fir, Hemlock, Cedar, 


Pine, White Spruce 
AND SHINGLES 


Each office of Twin Harbors is 
geared to provide fast, experienced 
and complete information regarding 
placement of your order. 


Portiand, Ore. 
Arcata, Calif. 


Menlo Park, Calif. 


BRANCH OFFICES 

New York, WN. Y. 
Medford, Mass. 
Vancouver, B.C. 
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fined asphalt, long-fibered asbestos, 
Alcoa aluminum and color pigments. 
Coating is also suitable for water- 
proofing and decorating vertical walls 
of cement, concrete, stucco and cinder 
block, says manufacturer. Al-Chroma 
Paint Co., Dept. AL, 705 Chamber St., 
Stevens Point, Wis. 
Circle No. 204 on Coupon, page 40 


Press-N-Spray Wood Stain 


Dennix Products Co. announces 
Press-N-Spray wood finishing stains 
in an aerosol can. Five finishes, ma- 
hogany, cherry mahogany, maple, wal- 
nut and blonde, are said to bring out 
full beauty of texture, grain and color 
of woods. Works wonders as touch-up 
and cover-up to repair wood imper- 
fections and damage, nicks, scratches, 
bumps or burns and is ideal for finish- 
ing or refinishing Dennix furniture 
legs, table tops, cabinets and chairs, 
says maker. Clog-free aerosol spray 
operation is said to be assured by new 
scientifically designed valve. Dennix 
Products Co., Dept. AL, 33-04 Down- 
ing St., Flushing 54, N. Y. 

Circle No. 205 on Coupon, page 40 


Adjustable Threshold 


“ty threshold that can be raised from 
to 1%” by simply adjusting a few 
screws is announced. Its floating ac- 
tion meets all height requirements 
from normal to clearing newly in- 
stalled high rugs or carpeting, maker 
says. Called the Sager Adjustable 
Weatherstrip Threshold, its vinyl 
weatherstrip can be reversed when one 
side becomes worn, saving on labor 
and replacement. It also can be fitted 
to the door instead of fitting the door 
to threshold, even on slanting floors, 
assuring a perfect weather seal, it is 
claimed. Available in all lengths. 
Sager Weatherstrip and Calking Corp., 
Dept. AL, 6724 S. Ashland Ave., Chi- 
cago 36, Il. 
Circle No. 206 on Coupon, page 40 


Adjustable Door Hinge 


Readjustment of doors that sag 
from age or settling may now be done 
in a matter of seconds without remov- 
ing the hinge from the door, accord- 
ing to maker. Its new E-Z-Just Door 
Butt is expected to reduce installa- 





tion and readjustment time by more 
than 25%. Door adjustment up to . 
up or down, in or out, is easily ac- 
complished with the E-Z-Just, it is 
claimed. The adjustment screws will 
in no way detract from the appear- 
ance or the normal use of the hinges 
as the E-Z-Just Door Butt permits 
both hinge leaves to fit flush when 
the hinge is closed, says maker. E-Z- 
Just Hinge Co., Dept. AL, 4175 Don 
Luis Drive, Los Angeles, Calif. 
Circle No. 207 on Coupon, page 40 


Char-Grill Vent-Hood 
The Majestic Char-Grill Vent-Hood 
is equipped with a powerful 400 CFM 
centrifugal twin blower capable of 
drawing off the great amount of extra 
heat emitted by a charcoal grille, 
states maker. Designed for use with 
the Majestic Char-Grill barbecue unit, 
it is equally useful with other char- 
coal or conventional cooking equip- 
ment, maker says. The hood measures 
36” wide, 32” high and 24” deep. In 
addition to the powerful exhaust 
blower, the unit comes complete with 
sockets for two incandescent light 
bulbs as well as separate switches for 
the lights and blower fan. Vent-Hood 
is made in three finishes: black ripple 
enamel, antique copper enamel and 
stainless steel. The Majestic Co., Inc., 
Dept. AL, 840 Erie St., Huntington, 
Ind. 
Circle No. 208 on Coupon, page 40 
(continued on next page) 








Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA . 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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Circle No. 12 on Coupon, page 40 








NEW PRODUCTS 


(begins on page 34) 





Lightweight Stud Pin Driver 


Fastway Ham-R-Tool is the name 
of a new tool for driving threaded 
studs and drive pins into concrete, 
concrete block, mortar, brick or steel. 
It consists of only three assemblies: 
a driver head with integral driver rod, 
a fastener guide assembly and a rub- 
ber hand grip and a leveling plate. 
Stud pins are merely inserted in the 
guide assembly and driven with a 2%- 
pound sledge hammer. Eleven sizes of 
Fastway Stud Pins for every fasten- 
ing need are available for use in the 
Ham-R-Tool. Fastway Fasteners, Inc., 
Dept. AL, 1630 East 28th St., Lorain, 
Ohio. 

Circle No. 209 on Coupon, page 40 


Garage Door Operator 

The Lancaster Garage Door Oper- 
ator will automatically open or close 
your garage door in three different 
ways, says manufacturer. It can be 
radio controlled from the dashboard of 
your car, manually operated from 
a key switch in your driveway, or 
controlled from a remote push-button 
station within the house. The unit is 
equipped with an automatic light, so 


with Or without 
RADIO REMOTE 
CONMTaoOt, 
Open or clove 
door 


on. When the doors are closed, the 
lights are turned off. The unit has 
a % hp motor that drives a set of 
pulley wheels which, in turn, drive a 
roller chain attached to the doors with 
a bracket. Lancaster Pump & Mfg. 
Co., Inc., Dept. AL, Manheim Pike, 
Lancaster, Penna. 
Circle No. 210 on Coupon. page 40 


Ceramic Wall Tile in Sheets 


Easier and faster installation of 
ceramic wall tile is now possible with 
new 12-tile sheets of Suntile under the 
tradename of Setfast, made in the 
16 most popular glazes in the Sun- 
tile palette. Regular 4%4”x4%” Sun- 


helps the installer work swiftly by 
adjusting to minor surface imperfec- 
tions and remains imbedded in the 
mortar or adhesive, like the ribs in 
reinforced concrete, it is said. Setfast 
sheets can be installed with adhesive, 
self-curing mortar, or regular port- 
land cement mortar with a bonding 
ecat of self-curing mortar. Cambridge 
Tile Mfg. Co., Dept. AL, Box 71, 
Cincinnati, Ohio. 
Circle No. 211 on Coupon, page 40 


Budget Window Idea 


A new series of precision stacking 
window units achieve larger glass 
areas inexpensively and are milled to 
a patented locking pattern, says mak- 
er. Called Unilocks, they fit together 
for almost unlimited architectural de- 
signs. They can be used as awning, 
casement, hopper or fixed windows, or 
in group arrangements. The precision 
locking device is specially designed to 
prevent air infiltration and water seep- 
age between frames. Increased win- 
dow wall strength is also said to be 
achieved with the new inexpensive 
Unilocks, made of pine, pre-glazed at 
the factory and cartoned. Fabrow 
Mfg., Inc., Dept. AL, 7208 Douglas 
Road, Toledo 13, Ohio. 


that immediately upon opening the 
are turned 


garage doors, the lights 


Turn-A-Shelf 


Easier installation for 
the do-it-yourselfer and 
simplified stocking for the 
wholesaler and dealer are 
features of new Turn-A- 
Shelf hardware. Amerock 
Corp., Dept. AL, 4000 Au- 
burn, Rockford, IIl. 

Circle No. 213 on Coupon, page 40 


tiles are permanently mounted on a 
specially developed mesh. The mesh 














Door Chimes 


Troubadoor is the name 
chosen by Miami-Carey to 
identify its new chime 
line. The Lancer pictured 
above is one of 32 models 
available. Miami Cabinet 
Div., Philip Carey Mfg., 
Dept. AL, Middletown, O. 

Circle No. 214 on Coupon, page 40 


Instant Floor 


Gemaco, a new floor re- 
pair material, is offered in 
two grades; coarse mix for 
general patching, fine mix 
for feather-edging. Main- 
tenance Products, Dept. 
AL, 807 W. 3rd St., Colum- 
bus, Ohio. 


Circle No. 215 on Coupon, page 40 


Circle No. 212 on Coupon, page 40 


Entrance Shelter 


Aluminum framing for 
Entrance Shelter comes 
completely prefab and 
equipped with hardware 
for quick assembly with 
fiber glass panels. Stelzer 
Moldings, Dept. AL, 4918 
Keller St., South Bend, Ind. 
Circle No. 216 on Coupon. page 40 
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Knobless Door Latch 


A low cost, knobless door ae What's Your Answer? 
tradenamed the Soss Lev-R-Latch, 
now available. The new door cane 
ware is 313” high and 4” long. The a ee : 
face of the latch extends outward Why is West es called 
from the door only %”; edges are the “Ability . 
pen, le Says Ang a 2. What is the latest wrinkle | in 
ae ai biliessa ry oar kaging ceramic glazed tile? 
der the back part of this lever-like ——— . 
portion and pulling outward, the bolt 3. In what metal is the Dexlock with 
is moved back and the door swings satin anodized finish now avail- 
open. Installation is accomplished in able? 
three quick steps, says maker. The : , 
whole assembly, including outside . What enabled the Nowlen Lum- 
plates, consists of only three parts. ber Co. to chalk up a 35.4% sales 
Soss Lev-R-Latch is available with increase over September? 
or witheut a locking mechanism for ‘ Z - ’ 
all interior doors. Soss Mfg. Co., Dept. - Name two advantages prov ided by 
AL, 21777 Hoover Road, Detroit 13, the Nail Groove Feature in Cloud 


Kingsize Chem-O-Glas Panel Mich. ny Sew a oak flooring. 
Chemold Co. announces the manu- iirc SG dea sitet 5. What is “Nestling?” 


facture of the world’s largest ribbed 
fiberglass panels. The press-molded 
Kingsize Chem-O-Glas building panel 
measures 12’ in length by 4’ in width 
with %” deep ribs every 8” apart. 
The end of every sheet is tapered to ; 
fit perfectly into each overlapping ‘ ‘ 8. By what means in 1958 will HIC 
sheet. The new Kingsize panel is ; stimulate home improvement bus- 
flame resistant, shatterproof and iness? 
has color permanently press-molded 
throughout the entire panel, says 9. What is Famowood? 
maker. Chemold Co. will continue to 
manufacture its standard size Chem- 
O-Glas panels (8 x 32%”). Chemold 
Co., Dept. 125-AL, 2000 Colorado 
Ave., Santa Monica, Calif. 

Circle No. 217 on Coupon, page 40 (continued on page 39) 


(Answers on page 40) 


What type of hood on Internation- 
al Trucks saves service time and 
money by giving complete access 
to engine compartment compon- 
ents? 


What is the purpose of Home 
Maintenance & Improvement’s ed- 
itorial tie-in with AMERICAN 
LUMBERMAN in 1958? 











FAMOWOOD ... the AMAZING ... 
ALL-PURPOSE PLASTIC for wood finishes! Y 5 

Applies like putty... Sticks like glue! ca n Uy 

FAMOWOOD is the answer...where wood finishes 

are important. Simple to use... efficient, lasting, time- 

saving, when filling wood cracks, gouges, nail and 

screw holes or correcting defects. Dries quickly, 


does not shrink. Stays put under adverse conditions. 
FAMOWOOD sands easily, does not gum up 


® 
sander. Takes spirit dye stains freely. Waterproof and 
weatherproof when properly applied. Ready to use — 
“right out of the can.” Fifteen matching wood colors H# ie 
FURNITURE MF : DOOR MFG 
R AIN 


MILLWORK 


rr ght DIRECT 


Circle No. 13 on Coupon, page 40 


r-yWe-- —==—=4 From The Mill 


ri wT 
fF ° : AND MAKE MORE ON 
BUILDINGS EVERY SALE! 


HOW TO INSULATE HOMES AND FARM 
Paul Dunham Close.......-... 5.005 o.0e a9: Sree 





lsn'tita fact that how to apply insulation is becom- : I 
ing a big question from more of your customers When you buy truckloads or carloads from the mill your 


your slas shalt enbany kam tae wae ee cost per item is much less. You stand to make a greater 
your sale ' tae _ ee 
owners with the answers and the insulation. 204 margin of profit on everything you sell—including Cre stline 


pages, 117 ilfustrations, 19 tables. windows and doors. 


AMERICAN LUMBERMAN, INC 
139 NO. CLARK ST., CHICAGO 2, ILL 


Enclosed is my check in the amount of $3.25 for Removable Double-Hung Window Units © Casement Window Units ¢ 
the above book Slide-by Window Units * Weatherstripped Door Frames ® Bifold Door Units 
© Stacking Awning Window Units © Combination, Self-Storing Storms and 
Name Screens (With Aluminum Framed Inserts) © Louvered Doors and Shutters ¢ 
Combination Aluminum Doors @ Panel and Sash Doors # And Others 


Write The Silcrest Company, Wausau, Wisconsin 





Address 




















ae. Sa Circle No. 14 on Coupon, page 40 
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Advertising 


Terms — Cash With Order 

Minimum Charge $7.50 

Rates: 

| Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 

Add $1.75 per insertion for blind ads bearing 

box number. 

No agency commission or cash discount 

allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, Ill. 








HELP WANTED 








SITUATIONS WANTED 








USED MACHINERY FOR SALE 














SALES PROMOTION POSITION AVAILABLE 
for an experienced man in the midwest with a 
large well-established lumber manufacturer. 
Opportunity for an aggressive, capable sales- 
man who can build sales through effective 
promotion. Address Box A-21, American Lum- 
berman, Inc. 

LUMBER SALESMAN 
West Coast Manufacturer and Wholesaler de- 
sires to employ experienced Fir lumber sales- 
man. To operate sales office in a major Mid 
West or Eastern area. Address Box 
American Lumberman, Inc. 





DETAILER AND BILLER — Large architectural 
millwork concern located midwest seeks a 
competent detailer and biller for church and 
school work. Send resume of experience, age, 
expected salary and when available. Excel- 
lent opportunity. Address Box A-26, American 
Lumberman, Inc. 


CUT STOCK SALESMAN WANTED 
Coogee Wholesaler needs an experienced cut 





MANAGER, 20 years’ experience all phases 
building material field; sales production, mer- 
chandising, volume purchasing advertising. 
estimating, construction, FHA, contracting. re- 
pair and remodel. References. Address Box 
A-44 American Lumberman, Inc. 


SALES REPRESENTATIVES 
WANTED 














Manufacturers’ Representative needed for all 
48 states. Brand new “Do It Yourself’’ prod- 
uct. Can be sold through lumber yards, hard- 
ware and paint outlets, etc. Contact: Aacon 
Industries, Inc., 2303 Coney Island Ave., 
Brooklyn 23, N. Y. 





We want a man with an established 
following with builders’ supplies and 
jobbers to handle our complete line 
of sliding door hardware, very com- 
petitively priced. All answers confi- 
dential. Address Box A-43, American 
Lumberman, Inc. 





stock salesman to work on a 
basis. Hallinan Lumber Company. 628 S. W. 
Harrison, Portland, Oregon. 





Long established Ohio retail lumber company 
expanding to produce pre-fab buildings, seeks 
graduate architect, architectural engineer, or 
young man of equivalent qualifications in suc- 
cesstul experience, to manage this depart- 
ment. Liberal salary and profit-sharing. Send 
complete resume. ddress Box A-40, Ameri- 
can Lumberman, Inc. 





STENOGRAPHER 


Central Florida Lumber Dealer wishes to em- 
ploy experienced Stenographer who can take 
dictation in shorthand, use Dictaphone and 
type. Air conditioned office. A good place 
to work. Address Box A-4l, American Lum- 
berman, Inc. 





SITUATIONS WANTED 











BOOKKEEPER 
Prefer distribution yard, wholesale or some 
manufacturing. Consider any vacancy. Fa- 
miliar lumber terms. Been self employed for 
some time. Prefer other. Middle age. Ad- 
dress Box A-28, American Lumberman, Inc. 


WANTED — RAILS 











RAILS, New and Relaying 
Bought and Sold 
1000 Good Serviceable 
Kiln Trucks in stock 


M. K. FRANK 


480 Lexington Ave., New York 17, N. Y. 
401 Park Bldg., Pittsburgh 22, Pa. 
105 Lake Street, Reno, Nevada 





MACHINERY WANTED 











Late Model Lumber Truck 
Capacity, about 10,000 board feet 
Address: P. O, Box 7, Tarrytown, N. Y. 





LUMBER & DIMENSION 
FOR SALE 











Retail oo ¥ now employed. desire change. 
Due to death of owner yard is for sale. Mid- 
dle aged, married, Protestant. Honest, capa- 
ble and efficient all phases. Best references. 
Can take complete charge. Address Box A-35, 
American Lumberman, Inc. 


Position Wanted 

As lumber buyer for well rated wholesaler. 
Thorough knowledge of grades, manufacture 
and quality, all western species. Experienced 
cargo, truck and rail shipments. Twenty years 
lumber experience, straight commission or sal- 
ary plus. we 39, married, sober, reliable, 
bondable. rite R. D. Mulka, Box 107, Rock 
Springs. Wyoming. 





Manager's position wanted. Man of 35 with 
eight years’ managerial experience. Excellent 
background. Address Box American 
Lumberman, Inc. 


38 


Wanted—good responsible, active wholesaler 
—well-rated. also good Canadian wholesaler 
for Canadian market, to sell Green to PAD 
Western White Spruce dimension, dry boards, 
attern stock, and dry dimension. From good 
British Columbia planing mill. Capacity ap- 
proximately 15 million per year. wned by 
responsible Inland Empire American company. 
Plant investment—about $200,000, besides in- 
ventory. Can increase capacity — and ship 
uarter off dimension and ALS. Write fully 
ox A-32, A:rerican Lumberman. Inc. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 


Minneapolis, Minn. 


One used 6 ft. Prescott Resaw. 
Excellent condition, 
THIEM PRODUCTS, INC. 
9300 W. Rogers Street 
Milwaukee 19, Wisconsin 


FOR SALE 


V-60 Yates Resaw 60°. LH—tilt rolls. 
Practically new. Pilot wheel set works 
for fractional sawing. V-belt drive 
75 Six 18 gauge saws. Last 
word for complete unit. $8,100.00. 


HUSS LUMBER COMPANY 
1350 W. Fullerton Avenue 
Chicago 14, Illinois 





One Used Covel Saw Stretcher. Price One 
Hundred and Fifty Doilars. National Lumber 
Co., Manitowoc, Wisconsin. 





RAILS — FOR SALE 











New and reconditioned relaying rails, all 
weights, for dry kilns and other purposes. 


MIDWEST STEEL CORPORATION 
518 Dryden St., Charleston, W. Va. 





BUSINESSES FOR SALE 











FOR SALE: Several retail lumber yards in ex- 
panding area. Continuing growth is assured. 
Can be sold singly or as a group; with or 
without real estate. Inquiry invited. Details 
furnished when interest and ability are estab- 
lished. Address Box Z-43, American Lumber- 
man, Inc. 


Building Material, Coal and Paint. Average 
last five years—$175.000. Excellent profit rec- 
ord. 35.000 inventory. Best town of four 
thousand in western Michigan. Good farming 
and resort area. Inventory at cost, reasonable 
appraisal on equipment. ill lease land and 
buildings or sell complete. $25,000 will handle 
for right party. Other interests reason for 
sale. Address Box A-38 American Lumberman. 


Inc. 


TWO SOUTHERN CALIFORNIA YARDS 
for sale: long established: in ‘Disneyland’ 
general area. Ground, bldgs. and all equip- 
ment $148,000; inventory extra. Twohy Lumber 
Co., Lumber Yard Brokers, 714 W. Olympic. 
Los Angeles 15. 





LUMBER YARD FOR LEASE 

FOR LEASE, ERIE, PA. Modern lumber yard 
& equip., without inventory, available now. 
Open and closed lumber sheds, 532 Ft. private 
siding direct unloading from cars. 15, 
sq. ft. ground area bldgs. incl. 13,000 7 ft. 
completely closed. Separate office ldg. 
Approx. 41/2 acres. Corner location, easy truck 
access, within city limits, between U. S. 
Routes 5 and 20. Prendergast Co., Cleveland 
5, Ohio. 
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NEW PRODUCTS 


(begins on page 34) 





Introduces Vynl-Fior Line 
Tradenamed Vynl-Flor, a new vinyl 
flooring product is offered in a selec- 
tion of 12 pre-tested colors, in both 
tile and rolls. The line is being pro- 
duced in .080 gauge and 4%” thickness. 
The R.C.A. Rubber Co., Dept. AL, 
1833 E. Market St., Akron 5, Ohio. 
Circle No. 219 on Coupon, page 40 


Seal-tite Threshold 


The Visador Co. announces a new 
economical Seal-tite threshold, which 
combines kiln-dried, clear face oak 
with fawn color vinyl (weather seal). 
The monotone effect is designed for 
harmony with flooring. Tubular shaped 
vinyl is durable and easily replaced 
without removing the threshold, says 
maker. The oval design of this weather 
seal allows door to close easily, yet 
gives extra-wide, positive seal across 
door bottom, it is claimed. Cleated 
sides are said to prevent loosening 
or possibility of vinyl being kicked out 
of place. The Visador Co., Dept. AL, 
8500 Sovereign Row, Dallas 1, Texas. 

Circle No. 220 on Coupon, page 40 





Trimline Firescreen 

Polished solid brass frame of the 
new Trimline firescreen fits flush 
against the fireplace. Trim, tailored 
corners simulate a modern picture 
frame. Mesh curtains hang inside fire- 
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place opening. Trimline firescreen is 
easily installed, no holes to drill, 
spring and pressure rod mounting eli- 
minate drilling, it is said. Frame is 
available in polished brass, hammered 
antique brass, smooth antique brass, 
satin brass (brushed), polished cop- 
per, smooth antique copper or satin 
black. Mesh curtains can match or 
contrast in brass finish, satin black, 
antique brass, copper, antique copper 
or solid brass. Portland Willamette 
Co., Dept. AL, 808 S. E. Alder St., 
Portland 14, Ore. 
Circle No. 221 on Coupon, page 40 


Electronic Soldering Gun 

The new 100 watt Quick-Hot elec- 
tronic soldering gun is  extra-thin 
(only 114” diameter through the 
housing), of compact design and 
weighs only 19 ounces. It delivers full 
100 watts, heats in two to three sec- 
onds on ordinary 110-120 V AC 60 
cycle. Has built-in spotlight angled to 
focus on work, 6’ cord, replaceable 
extra-long steel-nosed long life tips, 
which are interchangeable with hot- 
cutting or flat iron finish-repair tips. 
The ebony black plastic handle and 
housing are heat and impact resist- 
ant. Wen Products, Inc., Dept. AL, 
5898 Northwest Highway, Chicago 31, 
Ill. 

Circle No. 222 on Coupo®, page 40 


Latch Mortising Tool 


A new latch mortising tool, designed 
to simplify the installation of Kwikset 
400 Line locksets, is announced. The 
new lightweight mortiser (No. 142) 
features a convenient plastic handle, 
which makes it easy to drive the mor- 
tiser to the proper depth for perfect 
latch installation. Cutting edges of 
heavy-duty steel are honed to razor 
sharpness and may be easily resharp- 
ened when required. Kwikset Locks, 
Inc., Dept. AL, 516 E. Santa Ana St., 
Anaheim, Calif. 

Circle No. 223 on Coupon, page 40 





New Equipment 








Hyster in New Sizes, Design 

The 1958 Space-Saver line of lift 
trucks introduces 6,000, 7,000 and 
8,000-pound capacity models, supple- 
menting the 3,000 to 5,000-pound 
range. The larger models have a short 
turning radius, power steering as 
standard equipment, a high torque 
engine, low center of gravity to im- 
prove stability on steep grades and 
short turns, short overall length com- 
bined with long wheelbase. Mast 
height has been reduced without sacri- 
ficing stacking height, it is claimed. 
Feather Touch Control permits opera- 
tor to exercise positive control of both 
inching and braking through the same 
foot pedal, incorporated in the new 
power shift transmission, maker says. 
The Space-Saver trucks were com- 
pletely redesigned with changes in con- 
trols placement and seating of the 
operator for greater driver comfort. 
Hyster Co., Dept. AL, 1003 Myers St., 
Danville, Il. 

Circle No. 224 on Coupon, page 40 


Clark Adds Pull-Pac Device 


A Pul-Pac attachment for palletless 
materials handling is now available for 
use on the manufacturer’s new Clark- 
lift Model 30, 40 and 50 solid-tire fork 
trucks. The attachment also fits the 
gas and electric-powered Carloader 
models and the Y40 pneumatic tire 
truck. The device consists of a load 
carrying plate, pusher rack and grip- 
per jaw. Loads are carried on a thin 
steel sheet instead of conventional 
pallets. A flap at the edge of the sheet 
is gripped by hydraulically actuated 
jaws and the sheet plus its load is 
pulled onto the load carrying plate. 
Load removal is accomplished by the 
upright pusher rack, which has up to 
50” of forward travel. Clark Equipment 
Co., Industrial Truck Div., Dept. AL, 
Battle Creek, Mich. 

Circle No. 225 on Coupon, page 40 








What's Your Answer? 
(Questions on page 37) 


Because it serves dependably for 
framing and sheathing as well as 
for flooring, siding, molding and 
other finish uses. See ad, page 3. 


A steel strapped double stack of 
tile on non-returnable pailets. See 
article, page 28. 

ad, inside front 


Aluminum. See 


cover. 


A wholesaler-sponsored sales pro- 
motion program involving home 
improvements. See article, page 
22. 
(1) Positions nail and (2) provides 
seat for nailhead. See ad, page 9. 


A new method of bundling oak 
flooring. See article, page 42. 


Large side opening hood. See ad, 
pages 6-7. 


A $250,000, two-phase homeown- 
ers’ contest. See article, page 16. 


An all-purpose plastic for wood 
finishes. See ad, page 37. 


To make your selling job easier. 
See article, page 20. 





New Literature 





Technical Data 


A new moulding number system de- 
signed to simplify identification of 
hundreds of patterns and to standard- 
ize wood mouldings throughout the 
nation has been introduced in a new 
book, “WP Series Western Moulding 
Patterns.” The new book reproduces 
drawings of some 500 patterns, classi- 
fies them according to their use and 
new number and gives their dimen- 
sions. A cross index for easy reference 
to the WP numbers from the “7000”, 
“8000 and other series systems is 
also included. Moulding grading rules 
for both the Western Pine and West 
Coast regions, as well as a table of 
moulding shipping weights, are carried 
in the book. Western Pine Assn., Dept. 
AL, 510 Yeon Bldg., Portland 4, Ore. 

Circle No. 226 on Coupon, page 40 


Exterior Finishes for Redwood. As 
an aid to those who wish to apply a 
finish, the California Redwood Assn. 
has published a revised supplement to 
its Redwood Data Sheet 4B3-1, “Ex- 
terior Finishes for Redwood.” The 
supplement is the result of extensive 
tests by the CRA’s Research Div. on 
various natural exterior finishes for 
redwood. Listed in this newest sup- 
plement are the 20 natural finish sys- 
tems, which have met the minimum 
durability standards of the CRA. 


California Redwood Assn., Dept. AL, 
576 Sacramento St., San Francisco 11, 
Calif. 

Circle No. 227 on Coupon, page 40 


“98” Printing Calculator. Entitled 
“The Remington Rand ‘98’ All-Touch 
Calculator,” a new three-color illus- 
trated folder points out how American 
business can capitalize on another 
profit-making idea. Featuring auto- 
matic division in a matter of seconds, 
the “98” solves typical division prob- 
lems quickly and accurately, it is said. 
A new feature, the Sub-Total Lock, is 
said to permit selection of individual 
or continuous sub-totals. Remington 
Rand Div., Sperry Rand Corp., Dept. 
AL, 315 Fourth Ave., New York 10, 
N. ¥. 

Circle No. 228 on Coupon, page 40 


Consumer Data 


Index of Data Sheets on Redwood. 
To assist architects, builders and home 
planners in the use of redwood prod- 
ucts, the California Redwood Assn. 
has published a revised and categor- 
ized index of data sheets on redwood 
for the specifier’s files. The index lists 
a total of 76 data sheets, three booklets 
and one quarterly magazine, which 
describe numerous phases in the pro- 
duction, use and treatment of redwood 
products. California Redwood Assn., 
Dept. AL, 576 Sacramento St., San 
Francisco 11, Calif. 

Circle No. 229 on Coupon. page 40 
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Feature Strip on Spools 

Matico all-purpose vinyl feature 
strip is now available in a handy all- 
purpose dispenser. The one-inch strip 
now comes on spools, which hold 25’ 
of %” gauge, 37%’ of .080 gauge or 
50’ of standard gauge. Dealers can cut 
small lengths of the feature strip off 
the rolls and will not have the problem 
of keeping broken pieces. Feature strip 
is installed by applying adhesive to 
the floor, then rolling on the stripping. 
It can be used for inside flooring pat- 
terns, border strips or geometric de- 
signs. One-inch feature strip still 
comes in 36” lengths; two and three- 
inch widths in 31” strips are available 
on special order. Mastic Tile Corp. of 
America, Dept. AL, Newburgh, N. Y. 

Circle No. 230 on Coupon, page 40 


CAULMING 


Dispenser Speeds Application 


Dicks-Armstrong-Pontius Co. is now 
packaging a new DAP Caulking com- 
pound in collapsible tubes with a dis- 
penser spout and roll-up key to speed 


application. Ten 12-ounce tubes of 
the new compound are packaged in an 
eye-catching display *case designed to 
increase self-service sales. Do-it-your- 
selr customers will appreciate the ease 
with which they can use DAP Caulk- 
ing compound for sealing cracks and 
crevices around window and door 
frames, concrete, masonry, chimneys, 
roof flashings, etc., says maker. Dicks- 
Armstrong-Pontius Co., Dept. AL, 
5300 Huberville Ave., Day ton 3, Ohio. 
Circle No. 233 on Coupon. page 40 


Nob-Stop Protects Walls 


A two-color display card contains 
one dozen Nob-Stops, which are said 
to eliminate the need for dangerous 
door stops and are ideal where floor 
stops can’t be installed. Made of rub- 
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ber, Nob-Stops are available in a pre- 
selected assortment of pastel colors. 
Two sizes fit all standard and over- 
sized door knobs. When stretched over 
door knob, a_ patented inner ring 
creates a cushion or ball of air that 
protects walls from door knob dam- 
age, says maker. Clover Products, 
Dept. AL, 1141 Atlantic Ave., Roches- 
ter 9, N. Y. 
Circle No. 232 on Coupon, page 40 


Sliding Door Center 

Dynamic and appealing, a new Grant 
sliding door hardware display can be 
used either as a standing floor display 
or as a counter unit. Called The Cen- 
ter, the unit contains: Working model 
of Rocket 1000/6000 Single Wheel 
Hardware for doors up to 50 pounds; 
working model of Rocket 1000/6000 
Double Wheel Hardware for doors up 
to 75 pounds; working model of Grant 
7000 four-wheel hardware for doors 
weighing up to 100 pounds; full color 
signs, designed to attract attention 
and stop traffic, also descriptive liter- 
ature. Grant Pulley & Hardware Corp., 
Dept. AL, High St., West Nyack, N. Y. 

Circle No. 231 on Coupon, page 40 
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Reverly Mfg. Co 
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International Harvester Co. 
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Mauk Lumber Co., The C. A. 
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Minnesota Mining & Mfg. Co 
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Recommended Reading for Lumber Dealers: 





PRICING 
FOR 
PROFIT 
AND 
MAKING IT 
STICK 


How to sell lumber and building products 
profitably. How to calculate costs, make mark- 
ups and set prices that insure an adequate 
profit. This is ART HOOD'S famous text on 
“compensatory pricing’ 








AMERICAN LUMBERMAN 
ROOM 2000, REPRINTS 

139 NORTH CLARK STREET 
CHICAGO 2, ILLINOIS 
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\n English tourist was on his first visit to Niagara Falls and 
a guide was trying to impress him with their magnitude. “Grand! 
suggested the guide, but the visitor did not seem to be impressed. 

“('mmm,” responded the visitor 

“Millions of gallons of water a minute,” explained the guide 

“How many in a day?” asked the tourist. 
‘Oh, billions and billions,” answered the guide 

[he visitor looked across and down and up as if gauging the 
flow. “Runs all night, too, I suppose?” he remarked nonchalantly 


* Ba 


She: Isn't the moon beautiful tonight 


He: I’m in no position to say 


Comes a thought. There are two classes of people good 


people and bad people. And the good people are the ones who 


decide which is which 


Did you hear that our new satellite is to be made of MAUK’s 
PLYWOOD Sheathing because it is simply out of this world? 


VU AUK’s “1958 Model” of DFPA Hot Press Plywood Sheath- 
ing will have the NEW FORWARD LOOK We are installing 
new equipment for PANEL MARKING on 16” and 24" centers. 


Top quality Sheathing with this EXTRA FEATURE means 


repeat business tor you 


Simple Celia thinks her girl friend is not very smart. She can 


only count up to sex 


‘Junior, do you like your new nurse? 


‘No, Mamma. I hate her. I'd like to grab her by the hair and 
bite her on the neck like Daddy does.” 


m * * 


\ woman finally found out she could get a divorce from her 
husband because of his flat feet. His feet were in the wrong flat. 


oa + 
Do You Know IVhat Dept 
Do you know what a hug is? Energy gone to waist. 
Nothing divided by two. 


Do you know what the perfect union is? A business affair 


with MAUK, 
MAUK Seattle Lumber Co. 


Seattle 5, Waskington 


* * * 
The CG. A. MAUK Lumber Go. 
Toledo 8, Ohio 
Circle No. 15 on Coupon, page 40 


Do you know what a kiss ts? 








MECHANICAL HANDLING—STRAPPING 


SHORT PIECE of flooring is ''nested" into a bundle to make out 
an 8' length. 


“Nestling’’ of Oak Flooring 


A new method of bundling oak flooring has been 
introduced at Crossett Lumber Co., Crossett, Ark. The 
results are lower cost in handling and storing through- 
out production and distribution and greater profits for 
lumber dealers, according to Winston R. Purifoy, Cros- 
sett assistant sales manager. 


The process is called “nestling.” Two 8’ pieces of 
flooring are used to form the base of a bundle. Then 
pieces 2’, 3’ and 4’ long are “nested” on this base to 
make out five additional layers of flooring 8’ long. The 
bundles average out to contain 24 board feet each. 
Thirty-five of these bundles are then packaged to form 
a unit of 840 board feet of flooring. Thus, instead of 
receiving a number of small, individual bundles the 
customer can now get his shipment in uniform, easy- 
to-handle larger packages. 


35 “NESTED BUNDLES" are packaged into a shipping unit com- 
posed of 840 board feet of flooring. 
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Visitors to your showroom 
will be fascinated with the nat- 
ural textured beauty of the high 
altitude woods that constitute 
new TENEX. But wait until they 
see it finished with paint or stain! 
Today's high-fashion colors take 
on a new three-dimensional el- 
egance when applied to TENEX. 


Write Packy® for free TENEX sample and literature. 


Your customers can add the 
luxury look to walls, ceilings 
and cabinets at low cost with 
TENEX. That’s why TENEX 
not only sells on sight but sells in 
volume. 

Panels are 4’ x 8 and 4 x 16— 
1 1" thick. 


P. O. Box 1452, Spokane, Washington 
I 


Circle No. 16 on Coupon, page 40 


TENEX rubbed gold panels 
(applied with adhesive to 
this gilded wall, %” spacing 
between panels) add a lux- 
urious “gold marble’ deco- 
rative accent to this garden 
entry designed by the distin- 
guished architect, Henry 
Hill, A.LA. 
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New Innovations in smart 
Cabinet Hardware! 


These attractive hardware creations, illustrated below, 
are among the recent additions to our extensive line. 
The No. 712 Magnetic Catch has flush strike mounted 
on door eliminating unsightly projections. Permanent 
magnet has approximately 14 pounds holding power. 
The No. 214 Concave Pulls here illustrated are made 
in two sizes, 1% and 2 inches in diameter and are 
made of solid brass. The Semi-Concealed Hinges are 
designed in a variety of styles to accommodate differ- 
ent types of cabinet doors. 


_A large list of National products are 

now available in, the new “Visual 
Package,” strong polyethylene bags 
which protect the merchandise: from 
loss or damage. 


, ee 


Concave Pulls 
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No. 461B3 No. 461D'2 


Semi-Concealed Hinges 


Circle No. 17 on Coupon, page 40 





